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ABSTRACT 
The objective of this project is to better understand the Hong Kong classical 
compact disc market and the buyer behaviour related to this product. Based on the . 
research results, a marketing plan will be formulated for the classical division of Sony 
Music (HK) Ltd. 
The current dominant players in the local classical CD market are BMG, EMI, 
HNH, PolyGram, Sony, and Warner. PolyGram is the market leader. However, other 
music companies are becoming more aggressive in trying to gain more market share by 
employing different methods. 
As classical music is gaining more popularity in Hong Kong, there are more people 
buying classical CDs. On the whole, music companies classify customers into four groups: 
beginners, cross-over listeners, hi-fi players, and serious buyers. Most of the classical CD 
buyers are of higher educational background, with higher personal monthly income, and 
many of them have received musical training. 
Classical CDs are high-involvement products. Most of the customers usually 
collect information about classical CDs and music by actively searching for information 
from magazines, asking for other people's recommendations, and visiting record stores 
themselves regularly. The two main reasons for customers to buy classical CDs are for 
their own pleasure and to learn more about classical music. Among many different 
promotional methods, the three most preferred are recommendations from critics, sales 
discounts, and free listening before purchasing. Moreover, each classical CD buyer uses 
different selection criteria when buying CDs. But most of them do consider the name(s) 
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of the piece(s) performed, type of music performed, and sound/production quality to be 
important selection criteria. 
In addition, most of the classical CD buyers do not have a particular preference 
towards a particular brand. However, PolyGram has the highest brand awareness among 
customers and more people have bought this brand before. This may be due to the fact 
that PolyGram has done a lot of promotional activities to build up a strong brand name, 
and has used different sales promotions to motivate customers to buy its CDs. 
In order to stimulate more beginners and cross-over listeners to buy Sony's 
classical CDs, build up brand awareness and brand image among target customers, and to 
build up customer relationships, Sony can use the four elements of the marketing mix to 
achieve these marketing objectives. The target customer groups of Sony are beginners 
and cross-over listeners, aged between 18 and 35, who are willing to try new things. 
The product objectives include the introduction of more new and interesting 
releases, along with innovative packaging. The pricing objective is to stimulate a large 
demand for Sony's classical CDs (i.e., an increase in sales) by adopting a lower pricing 
strategy. The communication objectives are to organize more frequent and intense 
communication and promotional activities to build up brand awareness and brand image 
among target customers, and to build up customer relationships. In order to achieve these 
communication objectives, Sony should put more effort on in-store displays, develop an 
incentive system to reward its loyal customers, set up Sony's classical club for its 
customers’ send out free samples of new releases, increase its publicity through 
advertisement and press releases, utilize the Internet to organize music talks, and set up 
Sony's classical hot-line. And the distribution objective is to make Sony's classical CDs 
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available at more different places in order to let customers find that it is easy and 
convenient to buy Sony's classical CDs. Sony can expand its distribution network by 
distributing its classical CDs through some department stores and retailers. 
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CHAPTER I 
INTRODUCTION 
Hong Kong is the home of Asia's best-selling canto-pop music. In Hong Kong, 
classical music is not the main stream of music. There is only one classical radio station -
RTHK Radio 4. Most of the classical divisions of big music firms are cutting their 
budgets and putting more resources into other divisions, such as international pop or 
canto-pop. 
During the last few years, however, numerous promotional and educational 
programmes related to classical music have been organised by Hong Kong Arts Festival, 
Hong Kong Philharmonic Orchestra, Hong Kong Performing Arts Academy, Hong Kong 
Performing Arts Development Council, RTHK Radio 4，Hong Kong Music Office, and 
some big music companies such as Sony. In addition, more people are going to classical 
music concerts than before.1 Hong Kong Philharmonic Orchestra started the "Young 
Audience Program，，a few years ago to aggressively target these new classical young fans. 
So far, there is very limited marketing research study related to the classical 
compact disc market of Hong Kong. Music companies in Hong Kong do not really 
understand their classical buyers' needs and their consumer behaviour in the classical CD 
1 According to the Hong Kong Annual Digest of Statistics 95, the number of classical concert 
presentations has increased from 217 in 1993 to 250 in 1994; the attendance rate has increased from 
68.5% to 71%. 
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market. Some companies have sent out customer satisfaction surveys to their buyers, but 
only on a small scale, and they did not have time to keep track of all the information. On 
the whole, they do not know the demographic characteristics, the buying process 
(choice/rejection process), the selection criteria, and the needs of classical CD buyers in 
Hong Kong. 
Objectives 
The writer contacted Sony Music HK Ltd. (Classical Division) in November 1995. 
After several meetings, they believed that the proposed MBA project - determining the 
selection criteria used by consumers in buying classical CDs 一 would be a valuable 
marketing study for both partners. Hopefully, this research will help Sony's classical 
division to better understand the classical CD buyers in Hong Kong and to formulate a 
better marketing strategy in the future. In summary, the business objective and the 
research objectives of the project are as follows: 
Business Objective: To help Sony Music HK Ltd. 一 Classical Division to 
formulate a strategic marketing plan for 1997-1998. 
Research Objectives: In order to achieve the business objective stated above, the 
following information will be collected: 
1. information pertaining to the five big music companies in Hong Kong (the 
operations of their classical and/or international divisions), namely BMG, 
EMI, PolyGram, Sony, and Warner; information about HNH International 
Ltd. (which is the company for the successful classical record label, Naxos) 
will also be gathered 
2. selection criteria used by consumers in buying classical CDs (western 
classical CDs only) 
3. demographics of present buyers (e.g., sex, educational level, occupation, 
age, income, and musical training); reasons and motivations for buying 
classical CDs, places where they shop for classical CDs, and buying habits 
of the targeted customers (i.e., those who have bought classical CDs within 
the last 6 months) will also be gathered … 
4. customers' perceptions of Sony's classical CDs (in terms of price, product, 
promotion, and place), 
5. what customers want from classical CDs (in terms of price, product, 
promotion, and place) 
6. estimates of the market share of the six music companies in the Hong Kong 
classical CD market, namely BMG, EMI, HNH International Ltd. (HK), 




Overview of the Music Industry in Hong Kong 
Hong Kong is already the home of Asia's best-selling canto-pop music. Canto-pop 
music accounts for about 50% of the sales of the total record market in Hong Kong. As 
1997 approaches, Cantonese and Mandarin popular songs have become the two main 
streams of music in Hong Kong. The five large players in the global music market are 
Bertelsmann (BMG)，EMI, PolyGram, Sony, and Warner. They control over 80% of the 
global music industry. Instead of just focusing on the U.S. portion of the worldwide 
music market, these big players are pouring billions of dollars into regional studios, plants, 
and distribution networks. 
These five big companies also have a strong foothold in the Hong Kong music 
market. Among the big five music multinational corporations, EMI was the first to set up 
an office in Hong Kong during the 1960s. In the 1970s, Polydor (which later became 
PolyGram), WEA (in early 1991 was renamed Warner Music), and CBS/Sony (which 
later became Sony Music Entertainment Inc.) started setting up offices in Hong Kong and 
pushing harder into the market, due to the keener competition. BMG was the last one to 
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enter into the Hong Kong market (in 1989; its full name was BMG Pacific Ltd.).2 They 
are starting to catch up with the demand for local music, and their primary goals are to 
develop local repertoires. These big players have found that the key to success in Asia is 
to sign up local artists and develop local repertoires. For example, PolyGram has signed 
up Jacky Cheung and Warner has signed up Aaron Kwok. 
The following table summarizes some performance figures of these five music 
companies in the global music market.3 
Table 2.1 
— Performance of Five Music Companies in the Global Music Market 
B e r t e l s m a n n ~ E M I M u s i c P o l y G r a m ~~Sony Music~~ Warner Music 
Music Group Entertainment Group 
Worldwide 13% 1 5 % ~ ~ 1 9 % ” ” " 17.5% 聰 
Market 
Share* ^ 
Sales**(US $3.8 b i l l i o n “ $3.35 billion $4.7 billion $4.9 billion $4 billion 
dollars) 
Pretax N/A “ $450 million $685 million N/A $366 million 
Operating 
Income ； 
Top U . S . ~ Whitney 一 Garth Brooks, Bon Jovi, Boyz II Michael Madonna, 
Artists Houston, ZZ Bob Seger, Men, Blues Jackson, Bruce Green Day, 
Top, Toni Frank Sinatra, Traveler, Stevie Springsteen, Hootie & the 
Braxton, Janet Jackson Wonder Mariah Carey, Blowfish, 
Grateful Dead Pearl Jam R E.M. 
Top Eros Ramazotti""“ Roxette Arc of Base TUBE (Japan), Laura Pausini 
Emerging (Italy), (Sweden), Yumi (Sweden), Jacky Harlem Yu (Italy), Aaron 
Talent Masahuru Matsutoya Cheung (Hong (Taiwan), Kwok (Hong 
Fukuyama (Japan), Jon Kong), MC Patricia Kaas Kong), Dadawa 
(Japan), So Pro Secada (Cuba), Solaar (France) (France), (China), Luis 
Contrariar Eric Moo Roberto Carlos Miguel 




Upside/ Pushing hard t o B o o s t e d No. 1 worldwide Shares No.2 Dominates the 
Downside develop local worldwide and No. 2 in the spot in U.S. U.S., with 22% 
talent. Weak in market share U.S., with 13.7 % with PolyGram; market share, 
the U.S., with from 10% after stake. Early focus dominates in but is playing 
2 Wong, J. "Hong Kong Canto-Pop Music Market Under the Dominance of Multinational Music 
Companies," Graduate Thesis Submitted to the Communication Department, of The Chinese University of 
Hong Kong, 1991, p. 131，145，154. 
3 Dwyer, P. "The New Music Biz," Business Week, January 15, 1996’ p. 48-51. 
6 
12.2% stake; buying Virgin on building local Latin America, catch-up in the 
could see ’ Records in 1991 repertoire now but in other global market: 
worldwide share and Japanese paying off, but top markets is building local 
slip a s affiliate in 1994 management is overly repertoire fast 
distribution but is weak in distracted by dependent on 
agreement with the U.S., with demands of new American talent 
MCA is phased 10.1 % stake film unit 
out 
^Estimate ** F i s c a l y e a r * * F i sca lyear ** Year ending ** Fiscal year Year ending 
ending June 30’ ending Mar. 31, Dec. 31, 1994 ending Mar. 31, Dec. 31.丨 994 
1995 1995 1995 
Hons Kong Classical Music Market and the Trends 
Definition of Classical Music • 
The term “classical” is used by historians to distinguish music which accepts 
certain basic conventions of form and structure, and uses them as a natural framework for 
the expression of ideas, from music which is more concerned with the expression of 
individual emotions than with the achievement of formal unity. In practice, this term is 
generally restricted to 18th and early 19th century music, that is, roughly from Bach to 
Beethoven. As works of masters of this period are constantly performed and have 
withstood the test of time, they are also "classical" in the sense in which one speaks of 
"classics" of literature. This meaning of the term is applied to any well-established work, 
for example, Berg's "Wozzeck" is said to be "modern classic". In the present century, 
“classical music" is often applied to serious, as opposed to popular, music. 
4 Collins Pocket Dictionary of Music, William Collins Sons & Co. Ltd., Britain, 1982, p. 95-96. 
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Therefore, when we apply the term in a modern and broader sense, the world of 
classical music can span more than eight centuries and encompasses a multitude of styles, 
forms, and purposes. In this project, the following classical music map will be used:5 
Music Map “ Classical 
— ^ Middle Ages, 1100 - 1450 
monophonic music (i.e., music in which only one tune, or line, is being played by all the musicians), 
polyphonic music (many lines being played at once, independent but equal), primarily vocal and sacred 
Renaissance, 1450 -1600 
polyphonic music, primarily vocal and sacred, although instrumental and secular music start to become 
important 
Baroque, 1600 - 1750 
strong, rhythmic, highly ornamental instrumental and vocal music, both sacred and secular.; primarily 
polyphonic, but also the start of music in which one line is more important than the others played at the 
same time, which accompany it rather than being played independently; first appearance of opera as an 
art form 
Classical Era, 1750 - 1827 
music, primarily instrumental (although opera begins to come into its own), of many types (dominated by 
the sonata form) and textures, marked by clarity, balance, and restraint; melody with harmonic 
accompaniment becomes predominant 
Romantic Era, 1827 - 1890 
very expressive music (primarily instrumental, with opera becoming very important) in which melody is 
the dominant feature, with full-bodied harmonies 
Contemporary Era, 1890 - present 
highly eclectic music of various forms and types (melodic and otherwise), such as impressionism, 
nationalismf and neo-classicism; traditional structures and forms are broken up and recast using 
influences from non-western music, technology, and abstract ideas 
5 Edited by Erlewine, M. All Music Guide: The Best CDs, Albums & Tapes, Miller Freeman Books, San 
Francisco, 1994, p.1305. 
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In this project, the term “classical music" applies only to western classical CDs. 
Chinese classical CDs (such as Chinese opera, concerto, symphony, etc.) will not be 
considered as classical CDs here. 
In summary, classical music in this project means: 
l r western classical music only 
2. having permanent interest and value, serious in nature, as opposed to popular 
music 
3. music written in a particular style, aiming at the embodiment of a certain ideal 
4. music that spans from the middle ages to the contemporary era (refer to the -
above classical music map) 
Classical Music Becomes More Popular 
Although classical music is not the main stream in Hong Kong, there is evidence 
that classical music is gaining in popularity. For example, most of the record stores, 
especially some big music chains such as HMV and Tower Records, have already set up a 
special floor or room or section for classical CDs. In addition, with the promotion by 
RTHK Radio 4 and some music companies, more beginners are starting to buy classical 
CDs. According to Mr. Tommy Lai of HMV, currently 20% of HMV's classical 
customers are beginners, and the number of beginners will increase in the future. In 
addition, with the production of more cross-over CDs, compilation CDs, greatest hits, and 
beginner series, more people find that classical music is attractive. Indeed, all the music 
companies and HMV agree that compilation CDs and cross-over CDs are the bestsellers 
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among all the classical CDs. The combination of popular, jazz, and classical elements in 
one CD attracts many general public and beginners to the world of classical music. 
Besides popular CDs, classical CDs also have their own top 10 sales chart and critics" 
choice chart (these two monthly classical CD charts are presented by RTHK Radio 4). 
Moreover, more music companies believe that a key to the market is to package classical 
music in the same way that rock music and popular music are marketed. For example, the 
“The Violin Player" by Venessa Mae of EMI Classics is packaged in a very popular style. 
In addition, the compact disc has helped the classical labels, with many hobbyists 
replacing their entire record collections. Some people believe that classical music sales 
will continue to comprise about 10% of worldwide record sales. In Hong Kong, sales of 
classical CDs account for about 10% of the total sales of all CDs, according to the 
statistics of HMV. A standard hit classical disc usually sells 20,000 copies in total. Some 
very hot discs such as “The Violin Player’，by Venessa Mae and "Alegria" of BMG may 
sell over 30,000 copies. 
Furthermore, various performing arts organizations such as Hong Kong Aits 
Festival, Hong Kong Philharmonic Orchestra, Hong Kong Performing Arts Academy. 
Hong Kong Performing Arts Development Council, RTHK Radio 4, and Hong Kong 
Music Office have organized a lot of educational programs or promotional activities to 
introduce classical music to the general public. For instance, Hong Kong Philharmonic 
Orchestra and Ming Pao Daily News have just jointly started a classical music 
appreciation course in March 1997. Every Thursday, Ming Pao Daily News will publish 
articles about classical music. Therefore, the general public can easily gain more classical 
music knowledge from the newspaper. At the same time, more music companies produce 
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various CDs especially to target the beginners. For instance, the "Gate of Classics” of 
PolyGram, the ‘‘Best Classical Album in the World，，of EMI, the "Discover the Classics" 
of Naxos, and the "Greatest Hits" of Sony are some of the best classical CD collections 
for beginners. With cheaper prices and more CD explanatory notes (in both Chinese and 
English) attached inside the CDs, more of the general public gets to know classical music. 
Besides, some music companies also released some classical CDs for children as 
they realized that many parents would like their children to listen to more classical music 
(there are a lot of parents in Hong Kong who let their children learn how to play different 
kinds of instruments, such as piano and violin). For example, EMI classics have released a 
series of "Kids Classics" at mid-range prices. 
More Record Stores in Hong Kong Selling Classical CDs 
In the past, people bought classical CDs mostly in some specialty record stores, 
such as the music store at the Hong Kong Cultural Centre. Most of the general record 
stores did not carry a large volume of classical CDs, and the range of classical CDs 
displayed were very narrow. 
During the last few years, however, some huge music store chains have been set up 
in Hong Kong. For example, HMV opened its superstores very quickly and each store has 
a large classical music section or a well-decorated classical room. 
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HMV6 
His Master's Voice (HMV), a subsidiary of Britain's Thorn EMI Group, now has 
four superstores (Tsimshatsui, Causeway Bay, Central, and Shatin) in the Hong Kong 
territory. HMV set up its first store in 1995. Its 30,000-square-foot outlet on Peking 
Road, Tsimshatsui, is the largest CD shop in Southeast Asia. Inside this four-story shop, 
it has more than 300,000 CDs on its shelves. The store has a variety of CDs - classical. 
jazz, canto-pop, top-10 hits, and rock genres. 
According to Mr. Tommy Lai, Classical Manager of the Tsimshatsui HMV store, 
the sales of classical CDs account for about 10% of the total sales of CDs at HMV. Since 
the locations of the four HMV stores are different, the profiles of the classical CD buyers 
in the four stores is varied. Most of the classical customers at the Causeway Bay store are 
beginners. Tourists account for about 30-40% of the sales at the Tsimshatsui store. In 
Central, over 60% of the customers are serious classical music buyers and belong to the 
middle-class. In Shatin, beginners (especially cross-over) account for most of the sales of 
classical CDs. 
HMV's classical divisions mainly target four different types of customers: (1) 
serious buyers (40%), (2) beginners (20%), (3) cross-over buyers (30%), and (4) hi-fi 
players (10%). According to Mr. Lai, one customer may act in different roles at the same 
time. For example, he can be both a hi-fi player and a cross-over buyer. In order to target 
more beginners, HMV set up more free-listening booths and put more cross-over discs 
and compilation discs on some eye-catching shelves. Moreover, in each monthly HMV 
6 Information obtained from personal interview with Mr. Tommy Lai, Classical Manager of Tsimshatsui 
HMV, on February 3’ 1997. 
1 2 
Guide, there is a section about classical CDs. However, it mostly introduces PolyGram,s 
classical CDs. The salespeople also act as advisors for the customers who want to buy 
classical CDs, as most of the salespeople have received some classical music training. In 
addition, it has some classical music guides, CD catalogues, and music reference books 
for people's reference. Furthermore, HMV has its own classical chart and 
recommendation chart. Therefore, beginners can easily find the top sellers. 
On the other hand, in order to target serious buyers, HMV provides a comfortable 
and beautiful classical room / floor for them to make their selections. HMV has paid a lot 
of attention to the interior design of its classical room, so that a high-class or prestigious 
image can draw middle-class and well-educated serious customers to come and shop in 
HMV. 
In the Tsimshatusi HMV store, Tommy Lai is responsible for the shelf space 
arrangement. Music companies can rent listening booths in order to provide free listening 
for their customers. And the music on air is at the discretion of HMV. The writer has 
observed that in different HMV stores, customers tend to buy the classical CD which has 
been put on the air for free listening. People usually ask the salespeople for the name of 
the music played on the air and then buy the CD. 
According to Mr. Lai's information, the top best classical sellers in 1997 (from 
January to March) were "Pavarotti and Friends” (PolyGram), "The Violin Player" by 
Venessa Mae" (EMI), and “Plays the Movies" by John Williams (Sony). He said that 
most of the top sellers of classical CDs are cross-over CDs, since they can appeal to a 
wider range of customers and even some non-classical customers may buy them. 
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New Ways of Promoting Classical Music 
More music companies are realizing that classical music could be set for a popular 
s u rge, and record companies are responding by promoting classical artists to broader 
audiences in some of the same ways that they promote pop acts. For example, Venessa ；; 
Mae is so popular in Hong Kong that people consider her to be a classical violinist with a 
very popular and modern image. In addition, a successful classical recording can sell as • 
many copies as a successful rock or pop recording. Sometimes the success of various 
movies can help to promote some classical CDs. For example, the movie "Shine" is so 
popular recently that it has popularized different CD versions of Piano Concerto No. 
Three by Rachmaninov. 
Moreover, more music companies like to produce compilation or cross-over CDs 
in order to target beginners or other people who would like to switch to classical music. 
A 
In fact, music companies use different themes to produce compilation discs, such as opera 
hits, piano hits, love, romance, adagio, etc. Based on these themes, music companies will 
compile different classical music that is mostly related to the theme and package the CD iii 
a more modern and attractive way in order to attract customers. For example, "The 
Classic Lovers Album" by PolyGram is a compilation disc with different classical music 
and was heavily promoted (with free gifts for every purchase) during Valentine's Day. 
With the advances of information technology, more music companies have set up 
home pages on the Internet to promote their classical CDs and latest news. For example, 
HNH has a very comprehensive home page which introduces the company history, its 
catalogue, critics' comments on its CDs, the latest releases and updated news, etc. Indeed 
Internet can be a very effective communication tool. For instance, Sony has set up a web 
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page for its customers to talk with its exclusive artists, such as Mr. Tam Tan, who has 
come to Hong Kong recently for his new release "Marco Polo." 
At the same time, shop displays and listening booths are becoming more important 
in drawing customers to buy classical CDs. Many customers, especially beginners and 
cross-over audiences, are motivated by attractive shop displays and free sampling to try 
more classical CDs. Therefore, HMV and other record stores (such as CD Warehouse) 
emphasize shop displays and provide more listening booths for the customers. 
Music companies also rely on music critics. Their positive comments on their CDs 
may enhance sales. Therefore, besides putting advertisements in different print media, 
music companies invite various critics, such as Messrs. David Gwilt, Clive Simpson, 
Jerome Hoberman, and Albert Wong, to give objective recommendations on their CDs. 
According to the writer's observation and confirmation by different music companies, 
most of the advertisements for classical CDs are placed in hi-fi magazines (such as 
Absolute Hi-Fi, Audiophile, Audiotechnique, CD Bible, and CD Land) and some general 
public magazines (such as Ming Pao Weekly and Next Magazine) to target both the hi-fi 
players and the general public. Indeed, besides beginners and cross-over buyers, hi-fi 
players also play important roles in the classical CD market. They are specifically looking 
for CDs with excellent or super recording quality, therefore, some music companies 
produce special CD series just for them. EMI's HS 2088 series and BMG，s living stereo 
series are some good examples. 
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New Classical Music Repertoires and the Trends 
A quick glance at Billboard's Top Classical Albums chart for a week in May 1996 
indicates how much the classical record business has changed: the No. 1 record is the 
soundtrack ‘Immortal Beloved;" No. 2，“Chant;” No. 3, the second “3 Tenors” album; 
No. 4, "Chant II;" No. 5, the first “3 Tenors" album. Where are Mozart, Wagner, and 
Brahms? One of the possible answers is that they are being performed in the concert halls 
and on the radio, but more consumers are looking for something new and different for 
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their homes. 
Due to the popularity of movies in Hong Kong, many people enter the orchestra� 
world through movie scores. Most often, people's first exposure to symphonic music is 
through films. Most of the time, if people like the movie, they will tend to buy the CD. 
For example, the success of the classical CD "David Helfgott: Rachmaninov's Piano 
Concerto #3” is due to the success of the film "Shine," which is based on the true story of 
pianist Helfgott. 
There are also classical recordings which link up world or special events, like the 
classical hit John Williams' theme for the summer Olympic Games. 
Recently in Hong Kong, there are some recordings which mix classical and popular 
music together. For example, Venessa Mae combines both electronic music and classical 
music in interpreting classical music. She will come to Hong Kong to give a live concert 
in 1997. People who like her have said that she popularized classical music and suits the 
taste of the new generation. However, those people looking for serious and traditional 
classical music may find her to be too modern. 
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More Young Classical Performers 
Some people may consider classical music to be too serious and too sophisticated 
for them. However, a new generation of classical musicians and producers is removing 
some of the barriers between serious and popular music. 
Some of the better-known names nowadays, aside from Bell and Midori, are Leila 
Josefowicz (a 19-year-old violinist), Hilary Hahn and Sarah Chang (both violinists in their 
mid-teens), and Helen Huang (a child pianist prodigy). The majority appear to be 
violinists,, and a significant percentage are Asian or Russian. Audiences have always loved 
the idea of a young person doing something well and doing something an adult would 
normally do. There are only a few areas where young people can excel and music is one 
of them. For example, when Sarah Chang and Midori came to perform in Hong Kong, the 
concerts were always sold out, and their classical CDs have been top hits in the market. 
From a long-term perspective, more music companies are looking for young talent and 
nurture them from their very early days. Most of the time, the success of the record 
company is determined by the number of great musicians and performers they have on 
hand. 
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Major Classical Companies in Hong Kong 
Bertelsmann Group7 
BMG is the music company which was the last to set up a music office in Hong 
Kong. The history of BMG in Hong Kong is less than 8 years and it established its office 
in 1989. Currently, there are 5 people working for the classical division. According to 
the manager of the classical division of BMG, Mr. Brian Chu, BMG has both western 
classical CDs and local / Chinese classical CDs. According to Mr. Chu, who has quoted 
the survey of the latest IFPI (International Federation of the Phonographic Industry), 
BMG has 21% market share in the Hong Kong classical market (with 16% in western 
classical CDs and the remaining 5% in Chinese classical CDs). The four major classical 
music labels under BMG are RCA Victor (with both traditional repertoires, red seal, and 
cross-over repertoires), Deutshe Harmonia Mundi / DHM (Medieval to Baroque 
repertoire), Catalyst (contemporary music), HK (Chinese music repertoire, with only 20 
years history), and Melodiya (Russian repertoires which will be on sale in Hong Kong in 
1997). Compared with all the other music companies, BMG puts its priority on Chinese 
classical music instead of western classical music. It claims to be the leader in the 
Chinese classical music market. BMG's priorities are: (1) Chinese classical music (local 
productions), (2) legendary recordings (60% are repackages and 40% are new 
7 Information obtained from interview with Mr. Brian Chu, Manager (Classics) of BMG Hong Kong Ltd., on 
January 28’ 1997. 
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productions), e.g., those of Arthur Rubinstein and Arturo Toscanini, (3) audiophile 
recordings, and (4) cross-over music购 
The bestseller of BMG in 1996 was "Alegria”，the musical arrangement for the 
Cirque du Solid circus performances. BMG has produced monthly music newsletters 
written in Chinese (one for Chinese classical music and another for western classical 
music). People can get them free from different music stores. In order to encourage more 
people in Hong Kong to try listening to classical music, BMG has produced a compilation 
named ‘‘考緣小爷科，，This compilation consists of two CDs, one to introduce Chinese 
classical music and another to introduce western classical music. It costs only $48，and 
now BMG has released the second “ , ^ 小 A c c o r d i n g to Mr. Chu, the market 
share of BMG has increased from 13% to 21% through this compilation series. BMG's 
pricing strategy is (1) premium price -- $110 for gold CDs, (2) full-price - $95 (BMG's 
latest direction), (3) mid-range - $70，(4) budget -- $45，and (5) super budget -- $29.5 
(mainly targeted to students, housewives, and the general public). 
BMG's distribution network for classical music is different from that of other 
music companies. Most of the other companies rely more on HMV (50% of all the 
distribution channels), while BMG relies more on others, such as Win-Win. Its 
marketing activities for the classical CDs include sending out free CD catalogues, shop 
displays, advertisements in more popular and Chinese magazines, monthly newsletters, 
and joint promotions with audiophile exhibitions to promote its living stereo series. 
One of the future plans of BMG is to conduct more educational programs to 
popularize classical music in Hong Kong. According to the IFPI (International 
Federation of the Phonographic Industry) survey, classical CD sales account for 6.5% of 
19 
the total sales of CDs in Hong Kong. In order to increase the sales of classical CDs, 
BMG will produce more CDs for beginners and put more educational notes inside the 
CDs. In addition, it will periodically send more information to its customers by direct 
mail to introduce them to classical music. Currently, BMG has about 2,000 customers in 
its classical music database. 
EMI8 
1997 sees the centenary of the founding of the Gramophone Company, which is 
the forerunner of EMI Classics. EMI was set up in 1931 and its full name is Electric 
Musical Industry. But its forerunner, Gramophone Company in England, dates back to 
1898. EMI currently has 37 subsidiary offices all over the world, and EMI (Hong Kong) 
Ltd. was set up in the 1960s. 
EMI Classics was established in 1991. It is responsible for the production of all 
EMI classical music. The original classical music labels “Angel” and “Nipon” were 
abolished in 1992 and they were replaced by the label "EMI Classics". In the same year, 
EMI invested several billion English pounds in acquiring Virgin Classics recordings. 
Therefore, the two main classical music labels under EMI are EMI Classics (which 
accounts for 80% of total EMI classical CDs) and Virgin Classics (which accounts for 
20% of total EMI classical CDs). Virgin Classics mainly focuses on new performers and 
contemporary repertoires. 
8 Information obtained from interview with Mr. Ricky Ma, Assistant Sales Manager of EMI (Hong Kong) 
Ltd., on January 27, 1997. 
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The current president of EMI Classics is Richard Lyttelton. Currently, there are 
45 active performers under the exclusive contracts of EMI Classics, including Claudio 
Abbado (conductor), Alban Berg Quartett (ensemble), Maurice Andre (trumpeter), 
Martha Argerich (pianist), Han-Na Chang (cellist), Sarah Chang (violinist), Placido 
Domingo (tenor), Thomas Hampson (baritone, named as 1997 Artist of the Year), Itzhak 
Perlman (violinist), Mstislav Rostropovich (conductor), Frank Peter Zimmermann 
(violinist), etc. These famous exclusive artists are well-known in both Europe and Asia, 
and they are the treasures of EMI Classics. 
In the Hong Kong office, Mr. Ricky Ma is the only person responsible for the 
classical section, and he is assisted by other people of the international section. Currently, 
all the classical CDs are imported from Europe, mainly from England, Germany, and 
Holland. According to Mr. Ma, EMI has around 20% market share in the Hong Kong 
classical CD market. Its targeted customers include 4 types of people: (1) middle-class 
music lovers (-60%), (2) beginners (25-30%), (3) audiophiles/hi-fi lovers (-15%), and (4) 
people who have switched from popular to classical (-5%). 
During the interview, Mr. Ricky Ma indicated that cross-over and compilation 
CDs are very popular in Hong Kong, especially for type (2) and type (4) customers. For 
example, EMI Classics' bestseller last year was "The Violin Player" by Venessa Mae. 
This album has sold over 30,000 units around the world, which is considered as one of the 
greatest hits of the new age classical CD. 
EMI Classics of Hong Kong has done a lot of marketing activities in promoting its 
classical CDs. For instance, it put advertisements in several popular magazines and major 
hi-fi magazines, such as Hi-Fi Review, Audiotech, Audiophile, Audio land, Absolute Hi-Fi, 
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Ming Pao Weekly, Next Magazine, etc. Its advertising media are mainly magazines and 
radio. Since about 50% of EMI's total classical CD sales are through HMV, it also put 
some advertisements in English magazines, such as Gramophone, in order to target 
tourists and foreigners. Moreover, it sent out around 2,000 CD catalogues to dealers, 
schools, and RTHK Radio 4 for promotion. In 1997, EMI will start a series of special 
programs to celebrate the centenary of the founding of the Gramophone Company, which 
is the forerunner of EMI Classics. In February, it offered a special edition CD box set 
(with 10 CDs and 100-page booklet to explain the history of EMI and other interesting 
stories), which comprises some of the finest recordings in the company's 100-year history. 
In April, it will start its budget price period to induce more customers to buy EMI i 
products. Indeed, most of the EMI Classics CDs (which accounts for about 60-70% of 
total classical CDs) are re-issues or repackages of older recordings. Prices of EMI 
classical CDs are divided into 3 major categories: budget ($45-$50 (8-10%)), mid-range 
($65-$70 (50%)) and full-line ($95-$100 (30-40%)). The major distributors of EMI's 
classical CDs are major chain stores such as HMV, Tower Records, and KPS. They . 
account for approximately 50-60% of EMI's total classical CD sales, while Hong Kong 
Records accounts for about 10-20% of the sales. 
The future plan of EMI is to put more emphasis on cross-over audiences and the 
promotion of more cross-over and compilation discs (as indicated by the huge success of 
Venessa Mae). At the same time, in order to attract more beginners and new Chinese 
immigrants to classical music, it will more heavily promote its Chinese version beginner 
series, "Treasure." Furthermore, EMI will continue to invest in high quality production 
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techniques to enhance the recording quality of its CDs. For example, the newly released 
HS 2088 series (over 200 CDs) is especially tailor-made for audiophile customers. 
HNH International Ltd.9 
When one talks about the classical CD market in Hong Kong, one must mention 
Naxos, one of the classical labels of HNH International Ltd. Compared with other big 
players such as BMG, EMI, PolyGram, Sony, and Warner, its,strategy is very unique. 
Naxos was launched by Heymann (who founded the Hong Kong Philharmonic in 
1994) in 1987 under a parent company which he owns, HNH International. He has made 
digitally recorded classical music affordable and accessible to the masses through his 
Naxos brand budget-priced classical music compact discs. When he released the first five 
Naxos CDs in 1987, they retailed in Hong Kong at about HK $49. In a flat year for the 
recorded classical music trade, Naxos' unit sales grew 50% in 1993 to US$7.5 million. 
Currently, the price of Naxos CDs is still under HK $50 per CD, despite inflation. 
Unlike the major labels who sign expensive artists to exclusive contracts, Heymann 
capitalized on talented but unknown musicians, many from Eastern Europe. All early 
.Naxos recordings came from Slovakia and Hungary. While some other music companies 
invest huge sums of money to promote their artists and then pay the artists large record 
royalties, Naxos can pass the savings directly on to its retail customers. 
9 Information obtained from telephone interview with Mr. Joseph Wong, General Manager of HNH 
International (HK) Ltd., on January 30，1997, homepage of HNH on the Internet, and Naxos' catalogue, 
1996/1997. 
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Both Klaus Heymann and his competitors say that cost-consciousness is the 
driving force that in the past 3 years has lifted Naxos from an obscure Hong Kong-based 
budget label to one of the top names in the classical compact disc business. For example, 
according to Joseph Wong, General Manager of HNH International Ltd. (HK), Naxos was 
the market leader in the UK and Taiwan in 1996. In general, Naxos CDs sell for about 
one-third to one-half of the price set by the so-called 'majors,1 recording companies with 
household names such as PolyGram and EMI. In a market long-dominated by a small 
group of well-entrenched companies, such aggressive pricing has brought Naxos explosive 
success. 
While major labels are cutting back their releases, Naxos continues to pour out 
new CDs and win an even larger share of the worldwide market. The major labels were 
recording the same repertories over and over again with the same conductors and the 
same orchestras. Naxo's policy of not duplicating repertoires (i.e., issue one version only, 
which stands on its own merit) represents tremendous savings for Naxos, as it enables the 
label to expand its catalogue rather than wasting money on different, or not-so-different, 
versions of the same standard repertoire. As of mid-1996, the Naxos catalogue comprised 
some 1,400 different catalogue numbers covering more than 6,000 different compositions. 
One of Naxo's goals for the future is to release the 2,000th one by the year 2000. 
In order to establish Naxos as a true "global" label, Naxos is increasingly working 
with artists and orchestras in its main markets such as the UK, France, Canada, Austral ia , . 
Germany, and the United States. It is anticipated that the catalogue will grow at the rate 
of about 150 new releases per year. 
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The targeted customers of Naxos in Hong Kong are three types: (1) classical CD 
collectors (collect a wide range of classical CDs), (2) beginners (most likely to buy 
compilations)，and (3) regular classical CD buyers. Naxos places advertisements in some 
professional music magazines, such as Gramophone, invites critics to write 
recommendations for new releases, and sends out CD catalogues in order to target 
classical CD collectors. For beginners, Naxos puts its advertisements in popular and 
entertainment magazines and relies more on educational campaigns. 
Unlike many of its competitors, Naxos invests heavily in promoting classical music 
to young and new buyers. It has produced a range of very successful educational 
products. Indeed, one of the key success factors of Naxos is its heavy investment on 
classical music educational campaigns. It tries to attract more of the general public to 
classical music by educating them. For example, its "How to Build a Classical CD 
Collection" introduces the beginner to 120 different CDs which are representative of 
classical music and ranked in order of accessibility. Moreover, it also produces a two-CD 
set with a sixty-page booklet entitled "Discover Classical Music.” The booklet gives an 
overview of classical music, with a short history, information about the various 
instruments used in the performance of classical music, short biographies of the most 
important composers and their works, and recommended pieces. In addition, there is an 
almost 300-page CD-box-sized book entitled "The A to Z of Classical Music,” which 
gives information on all the most important composers and their works, again with 
recommended pieces, as well as easy-to-understand explanations of musical terms and a 
listing of classical music used in films. With these educational materials, Naxos aims at 
making music accessible to everybody, especially young people and beginners. Naxos is 
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now also working with experts in the field of music education to produce a series of music 
lessons, each consisting of a CD of musical examples, a textbook for the teachers, and 
work sheets for the students, to enable music teachers in primary and secondary schools to 
teach classical music more effectively. -
According to other music companies' estimations, Naxos has about 15% market 
share in the Hong Kong classical CD market. Since Naxos has positioned itself as a 
budget CD brand, it has special shelf space apart from other music companies. For 
example, HMV stores have a special section or area for Naxos. Therefore, it is much 
easier for customers to find Naxos CDs. On the other hand, all the other classical CDs are 
arranged in different ways, such as by the name of composer, performer, music genre, etc. 
Therefore, classical CDs of different music companies are mixed together on the same 
shelf. 
PolyGram10 
PolyGram-owned label Deutsche Grammophon (DGG), the oldest continuously 
operating record company in the world, was founded in 1898. Besides DGG (which 
focuses on super artists, with heavy and standard repertoires), the other classical labels 
currently owned by PolyGram include Decca (famous for its opera recordings and more 
England-oriented) and Philips (well-known for its piano and guitar recordings, and will 
produce more avant-garde repertories in 1997). In the classical CD market, PolyGram is 
H) Information obtained from interview with Ms. Law Siu-Hang, General Manager (Classical 
Department) of PolyGram Records Ltd., on January 16, 1997. 
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the big brother. It accounts for almost 50% of the total sales of the worldwide classical 
CDs. In the Hong Kong classical CD market, according to the estimations of the industry 
experts, PolyGram has about 50-60% market share and is taking the leading role. 
According to Ms. Law Siu Hang, General Manager of PolyGram Classics (HK), 
PolyGram had about 80% market share in Hong Kong a few years ago. But due to the 
keener competition, its market share has dropped to around 60%. The company's latest 
attempt to create new customers for its classical products in the HK market is a series of 
greatest-hits collections using novel packaging, pricing, and distribution to reach 
consumers not yet converted to the joys of classical music. For example, according to the 
different salespeople of HMV's classical section, a total of 19 CDs, including, PolyGram ； 
Classics' “Why” series (3 CDs as one package for beginners to get a first taste of classical r 
music), “Why Klavier" series (2 CDs as one package for beginners to appreciate piano 
music), and "Living in Style" series are very popular among classical CD customers due to 
their novel packaging, attractive and. numerous promotions, and wide distribution. In 
these newly released CDs, they put a lot of effort into educating beginners about classical . 
music. For example, in the series “Why Klavier," PolyGram invited music critics such as ^ 
Mr. Albert Wong and Mr. Lee Kwok Ki to write articles on how to appreciate piano 
music and the development history of the piano. . 
The bestsellers of PolyGram in 1996 were the "Why" series, "Opera Hits 1," and 
"Pavarotti and Friends," Most of the bestsellers in the Hong Kong classical CD market 
are compilations or cross-overs. Moreover, its Chinese version beginner series, "Gate to 
Classics (with over 200 different CDs)," has been selected as the best classical CD series 
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for beginners by RTHK Radio 4. The sales volume of this series is over 1 million around 
the world. 
PolyGram set up its Hong Kong office in the 1970s. The classical division is 
around 15 years old. Currently, the classical division is under the leadership of Ms. Law 
Siu Hang. Compared with other music companies with only 1 or 2 persons responsible for 
the classical division, PolyGram Classics has more human resources, with a team of at 
least 5 people. 
PolyGram dominates the market in classical music, with many very well-known 
artists under its classical music labels, such as Vladimir Ashkenazy (pianist and 
conductor), Cecilia Bartoli (mezzo-soprano), Alfred Brendel (pianist), Mischa Maisky 
(cellist), Anne-Sophie Mutter (violinist), Seiji Ozawa (conductor), Luciano Pavarotti 
(tenor), Ivo Pogorelich (pianist), Gil Shaham (violinist), and Sir George Solti (conductor). 
Some of the artists have a very long-term relationship with PolyGram, such as Ashkenazy 
(over 40-year relationship) and Sir George Solti (50 years as the exclusive Decca artist). 
Moreover, PolyGram is maintaining its increased investment in young talent, such as Lelia 
Josefowicz (violinist), Gil Shaham (violinist), and Jean-Yves Thibaudet (pianist). 
PolyGram Classics averages around 200-300 new releases per year. Most of them 
(60%) are reissues or repackages of old or existing recordings. Its marketing activities 
include a lot of frequent advertisements in various newspapers and magazines. It has its 
own one-page introduction ("PolyGram Selection of the Month") of the latest releases 
inside the monthly HMV music guide. Sometimes it places advertisements on TV and 
radio for some special CDs. It puts its updated promotional materials and flyers in 
different dealers or stores for customers' reference. According to the observation of the 
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writer at different stores in Hong Kong, PolyGram has better shelf space for its CDs and 
has placed a lot of posters to draw the attention of the customers. It also places a great 
deal of emphasis on word-of-mouth promotion by inviting many different critics to 
comment on their new releases in newspapers and magazines. It also focuses on product 
packaging and design. Sometimes it packs one CD with a free sampler, or one CD with a 
free catalogue, or one bonus CD in a package of two CDs. It also uses lucky draws and 
free gifts to induce more customers to buy its products. For example, its latest release, the 
“Why Klavier" series, is very popular since it has a lucky draw for a digital piano and free 
piano lessons. According to statistics provided by the HMV store in Shatin, the sales of 
this CD has been over 100 units in a one-week period. Moreover, it has done joint 
promotions with the Hong Kong Arts Festival to promote several exclusive artists. 
Compared with other companies, PolyGram，s pricing strategy is to focus on the top range, 
i.e,’ around $90-$ 100 wholesale price. Its budget wholesale price is $40, and mid-range 
wholesale price is $70. Its targeted customers are (1) hi-fi players, (2) beginners, (3) 
yuppies, (4) music students, and (5) knowledgeable listeners. 
Sony" 
Sony Classical, a division of Sony Music Entertainment, was formed in January 
1989，after the purchase of CBS Records by Sony Corporation. As successor to the CBS 
11 Information obtained from interview with Ms. Virginia Chan, Assistant Promotion Manager 
(International Repertoire) of Sony Music Entertainment (HK) Ltd., on April 18’ 1996. 
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Masterworks label, Sony Classical builds on the strength of its predecessor -- one of the 
richest catalogues in the classical record industry. In 1980, Columbia Masterworks was 
renamed CBS Masterworks. Seven years later, Sony Corporation acquired the company. 
Through Sony Corporation president Norio Ohga's commitment to classical music as an 
essential component of Sony Music Entertainment, the company became a powerful 
international presence. It was renamed Sony Classical in 1990. 
In March 1995, Peter Gelb, the Emmy Award-winning producer of films featuring 
renowned musicians such as Vladimir Horowitz, Mstislav Rostropovich, and Kathleen 
Battle, and Wynton Marsalis was named President of Sony Classical worldwide. Gelb 
now oversees an artist roster that includes — on either an exclusive or extensive basis ~ 
Claudio Abbado and the Berlin Philharmonic, Emanuel Ax, Kathleen Battle, Yefim 
Bronfman, Placido Domingo, Jane Eaglen, Evgeny Kissin, James Levine, Yo-Yo Ma, 
Wynton Marsalis, Zubin Mehta, Bobby McFerrin, Midori, Seiji Ozawa, Murray Perahia’ 
Itzhak Perlman, Marcus Roberts, Esa-Pekka Salonen and the Los Angeles Philharmonic, 
Bo Skovhus, Isaac Stern’ and both conductor-composer John Williams and John Williams, 
guitarist. 
Sony Music Entertainment (Hong Kong) Ltd. was set up in 1978. There is no 
separate division for its classical CDs and those under the International Repertoire 
Division. Currently, Ms. Virginia Chan is responsible for the promotion of the classical 
CDs. Similar to Warner and EMI Classics with only one person responsible for classical 
CDs, Ms. Chan is the sole person to run the classical business of Sony in Hong Kong. 
Sony Classical and CBS Masterworks are the two major classical labels of Sony; Sony 
Classical handles new recordings, and CBS Masterworks is involved with old recordings. 
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According to Ms. Chan, there are four other classical labels under Sony: Sony 
Masterworks (remaster and repackage of old recordings), Vivarte (a label dedicated to 
authentic performances of medieval, renaissance, and baroque music), Essential Classics 
(reissue of old recordings mainly sold at mid-range prices and which have sold more than 
7 million units worldwide), and Greatest Hits (for beginners' series, have themes, and are 
composer-oriented). The limited edition series “St. Petersburg Classics" explored the rich 
musical world of the former Soviet Union. And the “Arc of Light" series has featured a 
broad range of spiritually inspired and sacred choral and instrumental music. 
The market share of Sony in Hong Kong's classical CD market is around 10%, and 
the best seller in 1996 was "John Williams: Plays the Movies." It is not a traditional 
classical CD. Indeed, it is a compilation of the famous theme songs of various movies, 
and makes new arrangements (new orchestrations) of the music with the guitar as the solo 
instrument. Similar to other music companies, most of the bestsellers in 1996 were either 
compilations or cross-overs. This reflects one of the trends in the classical CD market: 
for most beginners of classical music or people who want to switch from jazz or popular 
to classical, these compilation discs or cross-over discs are more appealing and are 
considered as a stepping stone to listen to more traditional and heavier classical 
repertoires. 
Under Sony, there are some famous Asian exclusive classical artists, such as Tan 
Dun (the composer of the opera "Marco Polo" during 1997 Hong Kong Arts Festival), 
YO-YO Ma (cellist), Midori (violinist), and Ying-Hwang (soprano), etc. Recently, Sony 
has heavily promoted Tan Dun's "Marco Polo," due to his performance in the 1997 Hong 
Kong Arts Festival. For example, more posters, flyers, postcards, and beautiful diplays 
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have been placed in different music stores, especially at HMV stores. In addition, Sony 
organized a talk at HMV (Tsimshatsui) on February 1，1997，to invite the customers to 
talk directly with Tan Dun. People could also chat with Tan Dun in Sony's website on the 
Internet. Moreover, in order to induce more people to buy this new Tan Dun CD, a lucky 
draw was organized. Advertisements have been placed in in-house program notes of Arts 
Festival and different magazines such as Art-Link. In addition to Tan Dun, Sony also used 
some innovative marketing activities for Ying Hwang. For example, whenever people 
bought Ying Hwang's CDs, they were given tickets to a movie premier of "Madam 
Butterfly." Sony also places advertisements in print media such as popular and hi-fi 
magazines. Recently, there have been some advertisements on TV (channels TVB, Jade, 
and Pearl) for its new release, ‘‘Sound of Silence." According to the salespeople of 
HMV's classical section in Shatin, the "Sound of Silence" series is very popular. And 
most of the customers especially like the "Sound of Silence 2" and the cover design with 
some dolphins. 
The major distributors of Sony's classical CDs in Hong Kong are HMV, KPS, 
Win-Win, and Joint-Publishing Hong Kong Company Ltd. Compared with other music ::. 
companies, Sony does not offer any budget classical CDs. It focuses only on mid-range 
($60-$75) and full price ($90-5100) products. The future plan of Sony is to increase its 
market share and increase local classical CD production and therefore lower its 
dependence on imports. According to Ms. Chan, Sony tries to differentiate itself from 
other competitors by producing more new releases and cross-over CDs. It hopes to 
combine the elements of classical, jazz, and popular music together in order to widen its 
customer base. 
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Indeed，Sony Music Hong Kong is meeting the challenges of a changing classical 
marketplace in a variety of ways. Dynamic young artists like violinist Hilary Hahn and 
pianist Arcadi Volodos will help bring classical music to a new generation of listeners. 
Contemporary music is also of increasing importance to the label, with numerous world-
premiere recordings of new compositions (such as Tan Dun's "Marco Polo”)，initiatives 
for identifying and supporting promising young composers, and plans for extensive 
recording programs of the leading composers of our time underway. In addition, as part 
of an effort to bring new life to the standard repertoire, Sony is pursuing opportunities for 
non-traditional musicians to perform these works, as in the new release of Mozart piano 
concertos performed by jazz piano virtuoso Chick Corea and pop singer and jazz artist-
turned-conductor Bobby McFerrin or the newly released “Rhapsody in Blue," with jazz 
virtuoso pianist Marcus Roberts. Sony Classical is convinced that classical music can 
reclaim its place in the vanguard of the listening experience, so long as this music is both 
artistic and accessible. When the writer interviewed several customers about their reasons 
for buying Bobby McFerrin, they said they liked him and wanted to see how he interpreted 
Mozart. 
Warner12 
Warner Music Hong Kong Ltd. was set up in 1978, under Warner Music 
International. In the intensely competitive music markets of Asia, Warner Music 
12 Information obtained from interview with Ms. Mary Lee, Label Manager (Internationa) Repertoire) of 
Warner Music Hong Kong Ltd., on January 14, 1997. 
International is fighting back. The company’ once ranked second to PolyGram in the 
region, is determined to overcome its various setbacks of the past year, including a 
significant drop in market share and the departure of one of its most seasoned senior 
executives. In the past, the focus of Warner Music Hong Kong Ltd. was on international 
and local popular music. However, according to Ms. Mary Lee of the classical division, it 
has started to put more effort into marketing classical music. Similar to EMI Classics, Ms. 
Lee is the only person in charge of the classical CDs of Warner. 
There are four classical music labels under Warner and they are, in order of 
importance and priority: Teldec (Germany brand, more traditional repertoires), Erato (a 
French company acquired by Warner and thus more French repertoires), Nonesuch (New 
York-based and more contemporary and American repertoires), and Finlandia (a Finnish 
company). According to Ms. Mary Lee, Warner has around 10% market share in the 
overall classical CD market. Some of the better-known artists under these four classical 
music labels are Boris Berezovsky (pianist), Helen Huang (piano prodigy), Sumi Jo 
(singer), Elisabeth Leonskaja (pianist), Dawn Upshaw (singer), Maxim Vengerov 
(violinist), etc. Lately, Warner has become more aggressive in marketing its classical CDs. 
It has sent out free classical CD catalogues to customers, more flyers about its new 
releases in music stores, more displays and listening booths at music stores, and 
advertisements in all of the program notes of 1997 Hong Kong Art Festival concerts. In 
the coming April, it will have a laser disc appreciation show in the Hong Kong Cultural 
Centre and will invite some music professionals to speak about classical music. Warner 
seldom uses newspaper advertising, since it is very expensive. It places ads in certain 
popular hi-fi magazines and the monthly-guide of RTHK Radio 4. 
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Currently, Warner wishes to target the following groups of customers: (1) hi-fi 
players, (2) beginners, (3) amateur music lovers, (4) academic (music students and/or 
professors), and (5) performing artists. The major distributors of Warner's classical CDs 
are HMV, Hong Kong Records,5 Win-Win, and Joint-Publishing HK Co. Ltd. Its 
wholesales prices are of three levels: budget ($38) for some of its Teldec labels, mid-range 
($68) for Teldec and Erato labels, and full-price ($95) for its Nonesuch and Finlandia 
labels. Compared with the other four music companies (excluding HNH International 
Ltd.), Warner puts its first priority on producing more new releases. There are 
approximately 40 new releases per month, and repackages and reissues of older recordings 
will account for less than 5% of the total new releases. Since Warner has only recently . 
started to put more effort into classical music, its future plan is to establish a stronger 
Warner Classics image. It will try to have a focus (artist-oriented) for each month to 
match its new releases. For example, last Christmas, it put more promotion on its X,mas 
CDs such as ‘‘A Celebration of Christmas" by Jose Carreras, Natalie Cole, and Placido 
Domingo. In addition, it will promote more compilation discs, such as those under the 
titles of "Sensual Classics" and "Classic Emotions." 
The bestsellers in 1996 were t(The 3 Tenors Concert 1994," "Passion," and ‘‘A 
Celebration of Christmas." The reasons for their success were the popularity of the three 
tenors and the huge success of the concert. This 3 Tenors CD is produced by Warner on a 
project basis. Though Warner does not have many super artists under its name as 
PolyGram Classics does, it tries to differentiate itself from its big competitors by 
producing more unique and new releases. At the same time, it will try to promote Helen 
Huang more, since the market prefers young and piano prodigies. The following table 
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summarizes the information about the classical divisions of the above six music companies 
in Hong Kong: 
Table 2.2 
Performance of Six Music Companies in the Hong Kong Classical CD Market 
""“ BMG EMI HNH PolyGram Sony W a r n e r _ 
Year of 1989 mid 1 9 6 0 s ' 1987~~~ 1970s 1978 1 9 7 8 
establishment 
ofHK office — 
M a j 0 r Deutshe EMI Classics, Naxos, Deutsche Sony Teldec, brato, 
classical Harmonia Virgin Marco Polo, Grammophon Classical, Nonesuch’ 
music labels Mundi Classics White Clouds (DGG)， CBS Finlandia 
(DHM), Philips, Decca Masterworks, 
RCA Victor, S o u y 
Catalyst, Masterworks, 




* M a r k e t
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p e r s o n i n Mr. Brian""" Mr. Ricky Mr. Joseph Ms. Law Siu- Ms. Virginia Ms. Mary Lee 
charge of Chu Ma (Assistant Wong Hang (General Chan (Label 
classical CD (Manager - ' Sales (General Manager - (Assistant Manager -
division Classics) Manager) Manager) Classical Promotion International 
Department) Manager — Repertoire) 
International 
Repertoire) 
Targeted no targeted middle-classclassical CD hi-fi players, no targeted hi-fi players, 
customers customers music lovers, collectors, beginners, customers beginners, 
beginners, beginners, yuppies, amateur 
hi-fi players, regular CD music music lovers, 
people who buyers students, academic 
switch from knowledgeable (music 
popular to listeners students 




Competitive more longest — cheap, HK as large market good more 
advantages Chinese history in its head share, many production specialized 
classical classical CD office, a large promotional quality, many and less-
CDs, production, CD activities, famous artists known 
promote many famous catalogue, many famous under its repertoires, 
13 The total market share is not equal to 100%, since each music company refuses to give detailed market 
share figures and the market share figures quoted here are just approximations. 
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: more l o c a l ” I artists under I ranges from""“ superstars labels, m o r e s u c h as those 
performers, its labels, and standard to under its variety in under the 
more local' good lesser-known labels, well- promotional labels of 
production, recording repertoires, known brand activities than Finlandia and 
more cross- quality emphasis on names, such as before, such Nonesuch 
over CDs, classical DGG as Internet 
beginner ’ music promotion 




Promotional regular free specific Internet ads on TV, lucky draws, organizes 
activities newsletters, promotion for promotion, magazines & Internet educational 
shop 100th ads in newspapers, promotion, programs, 
displays, anniversary, newspapers lucky draws, ads on TV, , ads in 
sends out sends out and . sends out radio, magazines, 
free catalogues, magazines, catalogues, magazines, concert 
catalogues, newsletters, shop flyers, posters, and program 
flyers, joint flyers, ads in displays, free samples newspapers, notes, sends 
promotions magazines sends out attached to meetings with out flyers, 
with and radio, flyers and CDs, shop composers, shop displays 
audiophile shop displays newsletters displays, free shop displays, 
exhibitions, gifts for some free gifts for 





Wholesale suptr budget: $ 4 5 - b u d g e t : $ 4 9 b u d g e t : $40 no budget budget: $38 
price range budget: ‘ 50 mid: $70 mid: $70-80 mid: $68 
$29.5 mid: $65-70 full: $90-100 full: $90-100 full: S95 




$ n o 
Bestsellers "Alegria" "The Violin “ t 戈 幻 丨 ， ’ "Why", "Plays the “The 3 
( 1 9 9 6 ) Player" by "Pavarotti & Movies" by Tenors 
Venessa Mae Friends (3 & John Concert 
4)，’，“Opera Williams 1994” 
Hits [ 





There are no market surveys relating to the classical music industry or classical CD ： 
market of Hong Kong. However, there are some local articles and advertisements in 
magazines and newspapers about classical music and CDs. On the Internet, there is not 
much information about the music industry in Hong Kong. However, there is some 
information regarding the five music companies, as each has its own homepage on the 
Internet. The writer also found some more secondary information on the classical music 
industry in Hong Kong by contacting people who are now working in the big five music 
companies and also HMV stores. Moreover, there are some market research papers about 
the selection criteria used for other consumer products such as credit cards. These papers 




Interviews with seven people who are knowledgeable about the classical music 
industry of Hong Kong (people who are now working in the music companies and CD 
retail stores) and eight people who are heavy buyers (those who have bought more than 20 
classical CDs within the past six months) of classical CDs offered some general knowledge 
about the topic being investigated and helped in designing the questionnaire and 
identifying several selection criteria used in the purchase of classical CDs. Then customer 
attitudes toward different criteria were investigated. 
Sample Survey 
Besides a sample survey, observation as an alternative method has also been 
considered. The main advantage of observation is that the researcher can observe the 
buying behaviour and the selection process of the consumers in buying classical CDs in a 
natural setting. However, it is difficult to arrange such a setting and the writer may not 
control what might happen in the field. At the same time, since this MBA project 
objective is to find out the selection criteria of the buyers, the writer may not obtain the 
information that she needs by just observing the buying process of the people in a music 




The sample size for the study is 200. The reason for choosing 200 as the sample 
size is based on the anticipated cross tabulations during data analysis. In this MBA 
project, the main objective is to find out the selection criteria used by consumers in buying 
classical CDs and their attitudes toward various selection criteria. In addition, in order to 
help formulate a marketing plan for Sony Classical and have a better understanding of the 
classical CD buyers, it is useful and interesting to assess whether the likelihood of 
engaging in buying classical CDs and different attitudes toward each selection criterion are 
related to an individual's gender, age, income, educational level, occupation, and ability to 
.play a musical instrument. Suppose each selection criterion is classified as either 
important or not important, and the income categories are less than $10,000, $10,000-
$19,999’ $20,000-$29,999, and over $30,000. There are thus four income categories and 
two criterion categories for setting up a cross-tabulation to see whether these two 
variables are interrelated. In the table, there are 8 cells that need estimation. For a sample 
of 200 classical CD buyers, there is a potential of 25 cases per cell if the sample is evenly 
divided with respect to the income and selection criterion considered. And it is believed 
that a sample size of 200 should be large enough so that the important cells can be 
estimated with a sufficient number of cases to inspire confidence in the results. 
14 Churchill, G. Marketing Research: Methodological Foundations, 6th edition, Fort Worth: The Dryden 
Press, 1995, p. 643-644. 
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Data collection 
The survey is conducted inside two HMV stores (Tsimshatsui and Shatin). Since 
customers may have many reasons for buying classical CDs and use different selection 
criteria in buying CDs, the questionnaires were designed in a structured and undisguised 
format. Therefore, the respondents are limited to certain stated replies. The greatest 
advantage of the structured, undisguised questions is that they are simple to administer 
and easy to tabulate and analyze. In order to include a comprehensive range of possible 
replies, the researcher has interviewed eight heavy classical CD buyers (those who have 
bought more than 20 classical CDs in the last six months and they are friends of the writer) 
in order to help design the questions. 
The questionnaires were self-administered and respondents completed the 
questionnaires themselves in the interviewer's presence; therefore, respondents had an 
opportunity to seek clarification on points of confusion from the interviewer. In addition, 
self-administration allows respondents to work at their own pace, so it may produce better 
thought-out responses than would be obtained in personal or telephone interviews. Inside 
H M V ' S Tsimshatsui store, there is a sofa in the classical division; therefore, customers 
could choose to sit down to fill in the questionnaires instead of standing beside the 
shelves. 
Sampling frame 
Based on the writer's personal judgment, a convenient and nonprobability sample 
was selected. The reasons for choosing HMV as the sampling frame is that HMV is the 
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largest music retail store in Hong Kong and it has a large classical section. In addition, 
based on the personal interviews with several heavy classical CD buyers, they have all 
been to HMV to buy classical CDs. Besides, most of the music companies and Sony rely 
heavily on HMV for their classical sales. Therefore, the writer believes that even though 
not all the classical CD buyers in Hong Kong (e.g., those who never go to HMV to buy 
classical CDs and those who go to other record stores to buy second-hand classical CDs) 
have an equal chance of being included in the study, the sample from HMV can help to 
achieve the purpose of this MBA project. 
The respondents were selected in the following pattern: every third person who 
walks into the classical section will be asked to fill in the questionnaire. If he / she reftises ： 
or is not an eligible respondent, the next walk-in customer will be asked until a substitute 
respondent is found. 
Questionnaire design 
As mentioned above, a structured-undisguised questionnaire is used since it is 
more appropriate for the study and is easier to administer and analyze. However, some 
questions will be open-ended, such as the questions askiiig about age, number of classical 
CDs which have been bought within the last 6 months, the amount of money usually spent 
on one CD, and opinion of HMV's classical section. Most of the questions are 
multichotomous questions, so that respondents are asked to choose the alternative that 
most closely corresponds to their position(s) on the subject. Moreover, the questionnaire 
is limited to four pages so that each respondent will not spend more than 10 minutes in 
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finishing it (as most of them have to stand beside the shelves to answer the questionnaire). 
Multichotomous questions allow respondents to simply put ticks in the appropriate boxes. 
After designing the questionnaire, the writer prepared both a Chinese and an 
English version, since some of the Hong Kong citizens are native English speakers. Then 
the questionnaire (both the Chinese and English version) was pre-tested before it was used 
for the full-scale study. The manager of Warner and 6 other selected respondents have 
provided many suggestions for the questionnaire, such as the sequence of questions and 
wording to be used. 
Limitations of the Research 
Research Design 
As mentioned before, the sample respondents are selected from HMV stores. 
Therefore, not all classical CD buyers in Hong Kong have an equal opportunity of being 
included in this research. At the same time, most of the questions are fixed-alternative 
questions, in which the responses are limited to the stated alternatives. Though the writer 
has tried to cover the range of probable replies adequately and consulted several different 
customers, the answers collected may not accurately reflect the true state of affairs. Fixed 
alternatives may force a response to a question on which the respondent truly does not 
have an opinion. For example, some of the respondents put down “promotion is not an 
issue" for question 10，and some of the respondents wrote down that they actually had no 
comment on Sony's promotional materials even though they had bought its CDs. 
However, the writer's purpose is to minimize the "nd opinion" category. 
Data Collection 
The questionnaire is self-administered and there are some limitations. Firstly, 
conducting questionnaires may not give a whole picture or deeper understanding of certain 
issues. For sample,"most of the respondents mentioned that Sony's classical CDs are of 
good quality, but we may not know how good the quality is and why people think this 
way. 
Secondly, a self-administered questionnaire allows respondents to speak to other 
people (e.g., some respondents came to HMV with their lovers or friends and they would 
stand together while filling in the questionnaire) while they are completing the 
questionnaires or even ask other people to help him / her finish the questionnaire. This 
may introduce distortion of the answers, as other people may influence the respondents' 
responses. 
Thirdly, the place where the respondents stand may also affect the responses. For 
example, if the respondent stands in front of a shelf which is full of Sony classical CDs, 
s/he may have a higher recall of this brand. Even if the respondents do not remember the 
brand names, they can go to search around the shelves. 
Since HMV's Tsimshatsui store only has a small sofa (for 2 people), most of the 
respondents had to stand beside the shelves for about 10 minutes to fill in the 
questionnaires. Some respondents told the interviewer that they did feel uncomfortable 
about standing beside the shelves to finish the questionnaires. 
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Data Analysis 
The objective of this project is to find out the selection criteria used by consumers 
in buying classical CDs and the importance of each criterion. In order to find out if there 
is any relationship among the demographic variables (such as gender, age, personal income 
level, educational level, and occupation), the usage variables (such as money usually spent 
on one CD, and brands they usually buy, etc.), and the pyschographic variables (such as 
selection criteria used in buying CDs, reasons for buying classical CDs, and maximum 
price willing to pay for one CD, etc.), cross-tabulations and statistical tests of significance 
(chi-square) have been conducted. Cross-tabulations and chi-square tests have been 
chosen for data analysis since they are the most important mechanisms for studying the M 
relationships among and between variables, and also the most widely used data analysis 
techniques in marketing research. Moreover, most of the data collected are categorical 
data, and chi-square tests are more appropriate in testing the significance under these 
circumstances. 
' . . “I 
In addition, the reasons for finding if there is any relationship among the 
demographic variables, the usage variables, and the pyschographic variables are based on 
the writer's personal experience and the results from experience surveys with different 
customers and people who are now working in the classical music industry. The writer 
does believes that some demographic variables have relationships with some pychographic 
variables. For example, based on general observations and personal interviews, it seemed 
that male buyers are more brand conscious and pay more attention to production/sound 
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quality. Therefore, besides frequency distribution, cross-tabulation becomes another main 
analytical tool in this project. 
But there are also some limitations associated with these analytical tools. For 
example, even by conducting frequency distributions and cross-tabulations to summarize 
the wide variety of data collected and to generate summary statistics to describe the 
phenomena, the statistics may not tell the whole story accurately and completely. For 
example, some people may say that the price of CD is not at all important, while some say 
that it is extremely important. The eventual "average'Vmean score of the importance of 
price as a selection criterion may not accurately describe any one individual entity making 
up the aggregate. 
Reliability 
Due to the limited time and high cost, the writer did not perform the survey a 
second time. However, it is believed that the questionnaire is a reliable measuring tool for 
the survey, as the questionnaire can measure the same individual at two different points in 
time and obtain similar results. Firstly, the questions asked in the questionnaire are not 
time-specific. People will not change their answers dramatically. Even for question 2, 
which asks how many classical CDs customers have bought within the last 6 months, the 
answers should not change dramatically when the same questionnaire is used again, since 






Internal validity refers to our ability to attribute the effect that was observed to the 
experimental variable and not to other factors.15 In this project, the internal validity tends 
to be high, since the writer used the experience survey with people who are 
knowledgeable in the classical music industry to select certain variables for doing chi-
SqUare analysis. Moreover, by talking with several heavy classical CD buyers, the writer 
also had a better understanding of the consumers, which enhanced her ability to attribute 
the effect that was observed to the experimental variable and not to other factors. 
External 
The external validity of this project is quite low, since the survey is conducted only 
in HMV stores. Compared with other record stores, HMV is a high-end music store. 
The sample that was selected from HMV stores cannot be generalized to the overall 
population (i.e.，all the classical music buyers in Hong Kong). At the same time, some 
classical CD buyers even go to some stores to buy second-hand CDs, but HMV does not 
offer this kind of service. Moreover, those who are price sensitive prefer to go to other 
record stores, such as Win-Win. Therefore, the sample in HMV may not accurately reflect j 
the true picture about the overall classical CD buyers. 
15 Churchill, G. Marketing Research: Methodological Foundations, 6th edition, Fort Worth: The Dryden 
press, 1995，p. 202. 
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However, the writer has designed the data collection process in order to increase 
the external validity of the survey. For example, she went to HMV stores at different j 
times and conducted the survey on different days of the week; therefore, the probability of 
including different types of people in the sample would be higher. Moreover, instead of 
just selecting respondents by interviewer judgment, a systematic method is used. The 
interviewer selected the target respondents from every third customer who walked into the 
classical section. In addition, the Shatin HMV store and the Tsimshatsui HMV store have 
very different customer profiles. Therefore, conducting the survey in two stores enhanced 
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CHAPTER IV 
RESEARCH FINDINGS AND DATA ANALYSIS 
Response Rate 
The survey was conducted in two HMV stores (Tsimshatsui and Shatin) from 
February 13-20, 1997, Eligible respondents are defined as those who have bought at least 
one classical CD within the past six months (August 1996 to present) and will continue to 
live in Hong Kong for the coming year (excludes all tourists). The survey was conducted 
in order to obtain 200 eligible respondents (n = 200) to completely fill in the 
questionnaires by themselves (self-administered questionnaires). For each unsuccessful or 
ineligible respondent, a substitute respondent was selected until finally 200 completed 
questionnaires were obtained. 
Outcome of Self-Administered Questionnaire Survey 
Completed questionnaires = 200 
Respondent refusal = 15 
Ineligible respondents = 33 
Interviewer rejection (doesn't speak Chinese or English) = 2 
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Incomplete questionnaires (missing some questions, parts, or pages)= 84 
Total = 334 
Response rate = of coTrmleted imervkws with re^ponrlin^ units 
Number of eligible responding units in the sample 
Therefore, response rate = 222 
200 + 84 + 17 r 200 + 84 1 
； 200 + 84 + 33 
=66 . 8%. 
The response rate was satisfactory since it meant that out of 10 eligible 
respondents, almost 7 respondents did complete the questionnaires. The satisfactory 
response rate may be due to the enthusiasm of classical CD buyers to help the interviewer. 
Most of the respondents were very interested in this research. They asked the interviewer 
the reasons for conducting this research as her MBA project, and even provided a lot of 
feedback after completing the questionnaires. 
Data Analysis 
Editing 
Before proceeding to data analysis, field editing and central office editing has been 
done. The field edit has detected the most glaring omissions (such as overlooking page 3 
of the questionnaire) and inaccuracies in the data (such as those who haven't bought any 
Sony classical CDs, but put down opinions of Sony's classical CDs, etc.), and the 
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interviewer either asked the respondents to respond again (if they did not leave the store 
immediately) or asked another respondent to fill in another new questionnaire. 
The purposes of central office edit were to decide what to do with the collected 
data, decide what to do with some minor incomplete answers (such as missing the 
preferred sales discount), and to establish policies about which answer will be treated as 
correct when inconsistencies or other types of inaccuracies arise (e.g., those who said that 
they haven't used any HMV card to redeem for free CDs, but put down the numbers of 
CDs they have redeemed). 
Coding .；. 
As some of the data collected are continuous, it involves coding the responses into 
different categories or classes and assigning code numbers to the classes. For the detailed 
coding table, please see Appendix V. 
RESEARCH FINDINGS 
Demographic Information of 200 Successful Respondents 
Among the 200 respondents, 96% of them completed the Chinese version, and the 
remaining 4% completed the English version of the questionnaire. This is because some of 
the respondents are native English speakers (not tourists) and are living and working in 
Hong Kong. Besides, 76.5% of respondents are male and 23.5% of respondents are 
female. Out of 200 respondents, 55.0% do play a musical instrument. In addition, 47.5% 
5 1 
Of all respondents have received training in classical music and 4% even were or are | 
. p r e s e n t l y music students in college or university. The average years of receiving training 
m classical music is 6.3 years. By cross-tabulation, Table 4.1 丨6 also suggests that there is a 
relationship between gender and the ability to play a musical instrument. More female 
respondents (80.9%) play music instruments than do male respondents (only 47.1 %)• 
Table 4.1 
Playing Instruments by Gender 
Playing Musical Instruments 
Gender No Yes Total 细 ― — — 
Female " " " " 1 9 A % 8 0 9 % ^ 讓 ^ 
Male 52.9% 47.1% 100% 1^3 
The minimum age of all respondents is 12, while the maximum age is 63. Twenty-
nine is the mean age of all respondents and 25 is the mode. Indeed, 44.5% of respondents 
fan into the 11-25 age group, 41.5% into the 26-40 age group, 13% into the 41-55 age 
group, and only 1% of the respondents belong to the age group of 56 or above. 
Among these respondents, 64.5% have tertiary degrees and 35.5% have completed 
R1 _ F.7 level. We can conclude that most of the classical CD buyers have received 
higher education. 
Table 4.2 shows that most of the respondents are students (31%, either secondary 
or college or university student) and the rest have different occupations. Over fifteen 
percent of the respondents are management or administrative officers, 12.5% are 
professionals (such as accountants, doctors, lawyers, etc.), and 11% are teachers. We can 
conclude that when students are excluded, most of the respondents come from the 
managerial level or have professional occupations. 
16 All the tables listed in Chapter IV and Appendix VI have undergone statistical tests of significance 




” ~ Occupation Frequency Percentage Cumulative 
Percentage 丨 . % 
student j 62 31.0 | 3 1 . 0 ~ ： 







technician 20 10^ ^ 0 0 _ 
others ^ 
clerical officer _ 
salesman 10
 5 』 — ^ _ 
— "I C QQ 5 
blue collar worker i — 
housewife I — 湖‘。 
Total 200 100 
Among the 200 respondents, 33% belong to the "<$10,000" income group, 25.0% 
fall into the "$10,000-$ 19,999" category，and 16% and 26% of the respondents fall into 
the categories of “$20,000-$29，999” and "$30,000 or above," respectively. Please see 
Figure 4.1. 
Figure 4.1 
Personal Monthly Income Distribution 
$30,000 or above ^ ^ ^ ^ ^ 
26% ^ m B i g ^ <510,000 
^ S ^ S ^ ^ g ^ 33% 
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Furthermore, among the 167 respondents who have indicated their residential areas, 53% 
of them live in the New Territories, with 23.5% coming from the Shatin district. Almost 
twelve percent Uve on HK Island, and the remaining one-fifth live in Kowloon (for 
detailed district distribution, please see Appendix I). 
Respondents, Opinions of HMV 
Since this survey was conducted in HMV stores, it is obvious that HMV would 
‘ -
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like to know the respondents' opinions of its classical section. Out of 200 respondents, 
only 28.5% have used the HMV membership card to redeem for free CDs. When the ； 
writer asked some respondents their reasons for not using the HMV membership card to 
redeem for free CDs, they said that they have not collected enough chops before the 
expiration date. Besides, they suggested that HMV should cancel the expiration date on • 
the card, so that they can redeem for free CDs once they have collected enough chops at 
any time. Among those 28.5% respondents who have used their HMV cards to redeem 
for any free CDs, most (9.5%) have used only one HMV card to redeem for free CDs. 
There are only 3% who have used 10 or more HMV cards to redeem for free CDs. 
Moreover, 17% of the respondents have used HMV cards to redeem for free CDs from 
December 1996 to February 1997. Only 1% of these 28.5% respondents used HMV cards 
to redeem for free CDs before 1996. 
Cross-tabulation indicates that a higher proportion of respondents who have 
bought 50 or more classical CDs within the last 6 months have used HMV cards to 
redeem for free CDs (65% vs. 24.4%). 
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Table 4.3 
Number of CDs Being Redeemed . 
Use HMV cards to redeem for free CDs 
number of CD being bought in last 6 months Yes _ N o 
<50 . 24.4% 75.6% 
50 or above 65% 35.0% 
Since HMV is planning to form a Classical Music Club, it would also like to find 
out if its customers are interested in this idea. Three-quarters of the respondents said they 
would join the club, while one-fifth said they would not. Over three percent said they 
would join the club, depending on what kind of club HMV sets up, what kind of activities 
it organizes, and the annual fee. In fact，some of the respondents who did say yes asked 
the interviewer a lot about the HMV Classical Music Club. However, they said that they 
would join it only if it did not charge any annual fee. 
When the 200 respondents were asked about their opinions of HMV's Classical 
Section, many different responses resulted. After reviewing all the answers’ the 
respondents' opinions could be summarized into the following Table 4.4. 
Table 4.4 
Opinions of HMV 
Opinions of HMV^s Classical Section Frequency Percentage 
一 ~ 1 1Q 59 Wr 
no comment
 1 L y 刀 
have comments (some respondents have written more than one 81 40.5% 
comment) 
Total 200 100% 
overall is good/ satisfactory 16.5% 
provide comprehensive CD collections for consumers to choose 23 11.5% 
prices of CDs are more expensive than that of other record 21 10.5% 
stores 
beautiful & comfortable environment, nice decoration y 5.5% 
need to have more free listening booths 9 4.5% 
need to have more promotions on lesser-known classical CDs 6 3.0% 
and promote lesser-known classical performers and artists 
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need to display more information or critics' comments about 4 2.0% 
classical music, conceits, books, or CDs for customers' 
reference——— 3 ^ f5% 
poor ventilation—— ^ f ^ 
need to have more lights •切 
others, e.g., noise from other sections (TST store); CDs have 23 11.5% 
been put in a very low place and thus difficult to get; not 
enough Chinese classical CDs; should set up coffee or tea 
corner; add free LD listening services; set up a computer for 
customers to search for the location of CDs faster; hire more 
section assistants to give advice to customers; no expiration 
date for HMV membership card; set up special topic/theme for 
promotion, etc. ； L_ L_ J 
Respondents' Usage Patterns of Classical CDs 
Brand Name of the Record Company 
Among all 200 respondents, on average, they have bought about 20 CDs within 
the past six months (from August 1996 to present). The number of CDs bought ranges 
from'l to 300. However, most of the respondents (15.5%) have bought 10 classical CDs 
within the past six months. In fact, 93% of the respondents have bought less than or equal 
to 50 classical CDs, and only 7% respondents have bought more than 50 classical CDs. 
For the classical CDs which the 200 respondents have bought within the last 6 
months，they were of different brands produced by BMG, EMI, HNH International Ltd., 
PolyGram’ Sony, Warner, and other music companies. However, not every respondent 
could remember or knew which brands they have purchased (12.5% of all respondents) 
within the last six months. For the rest of the 87.5% of respondents who did remember 
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the brand names, not all of them could recall the brand names immediately. From the 
writer 's observation, most of the respondents looked at the shelves while they were 
answering question number 3 of part one. They tried to recall the brand names that they 
have bought by looking at the CDs on the shelves (aided recall). Therefore, the actual 
recall rate of the brand names might be lower than 87.5%. Tables 4.6 & 4.7 summarize 
which brands these 87.5% respondents have purchased, and the percentage of their 
purchases accounted for by each brand. 
Table 4.5 
— Recall of Brand Names 
' ~ ~ Frequency “ % of Respondents 
Remember the brand names of classical 175 87.5% 
CDs that they have bought within the 
last 6 months 
Don't remember / know the brand names 25 12.5% 
Total 200 100-0% 
Table 4.6 
Brand Name Purchase Rate 
—
 BMG EMI HNH PolyGram Sony Warner Other 
Brands 
% of respondents who 36.0% 51.5% 38.0% 73.0% 44.0% I 17.0% 21.0% 
have purchased the (72) (103) (76) (146) (88) (34) (42) 
brand within the last 6 
months 
(Frequency) L J 
Table 4.6 indicates that among those respondents who did remember which brands 
they have purchased, PolyGram is the most popular brand among them, since 73.0% of all 
respondents said they have bought this brand within the last six months. EMI and Sony 
are the second and the third most popular brands, respectively. Over one-fifth of the 
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respondents said they have bought other brands. These other brands include Pearl, 
Chandos，Orfeo, Hugo, etc. 
Table 4.7 can help to estimate the market shares of each company in the Hong 
Kong classical CD market. By looking at the mean percentage of respondents' purchases 
accounted for by each brand, it seems that PolyGram has the highest market share (-50%) 
and Warner has the lowest (-15%). The second and third largest market share holders are 
either EMI or HNH (~30%).) Finally, BMG and Sony probably have around 10-20% 
market share each. This estimation is very rough, but the table does provide some hints 
on the relative order of the market shares held. 
Table 4.7 
Percentage of Purchases Accounted for by Each Brand 
% of purchases PolyGram HNH EMI BMG Others Sony Warner 
accounted for by 
each brand 
50% or above - 37.0% 12.5% 10.5% 4% | 2% 1% ] % _ „ 
32.5% 94 0% 则 ％ 29.0% 18.5% 41% 15% 
0% • 26.0% 62.0% 64.0% “ 79.0% 55.5-% 83.0% 
Respondents w h o ~ 4 l % L5% 3.0% 0.5% 2.5% 1.0% 
have not stated the 
% (missing values) ^ ： 
Total 100.0% 100.0% 100.0% 100.0% 丨丁00.0% 100-0% 100.0% 
Mean % of 50.0% 36.0% 29.0% 2 2 . 0 % 2 2 . 0 % 18.0% 14.5% 
respondents' 
purchases 
accounted for by 
each brand
17 
Table 4.7 shows that not many respondents are heavy users of a particular brand. 
Even for PolyGram, only 37.0% of the respondents said this brand accounts for 50% or 
17 For those who said that they have bought Poly Gram's classical CDs in the past six months, PolyGram 
accounted for 50.0% of their total sales on average. In order to calculate the mean, the writer has used 
continuous data of respondents' purchases accounted for by each brand. 
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above of their purchases of classical CDs within the last six months. But compared with 
all the other brands, we can say that PolyGram is the most popular brand and more 
customers have bought PolyGram classical CDs. Moreover，we can conclude that 
PolyGram classical CDs have accounted for a higher percentage of respondents' total 
classical CD purchases. Most of the respondents (ranging from 15% to 41% of 
respondents) state that each brand accounts for less than 50% of their total purchases of 
classical CDs. There are three possible reasons for this phenomenon. Firstly, PolyGram is 
the market leader in the Hong Kong classical CD market and does a lot of promotion; 
I 
therefore, more people have a higher awareness of this brand and have bought more 
PolyGram classical CDs. Secondly, most of the respondents do not really consider brand 
name of the record company as one of the most important selection criteria in buying 
classical CDs (please see discussion on pages 70-72). Therefore, customers may switch 
from brand to brand if they find that other brands also offer some good classical CDs or if 
the CDs match with the respondents' tastes and preferences. Thirdly, based on the 
observation of the writer and in-depth interviews with several customers, not many 
customers can recall the brands or know the brands they have bought. This may suggest 
that customers do not care about the brand name when they are purchasing and they do 
not have a specific preference towards a particular brand. So they will select different 
brands when purchasing classical CDs. 
By using cross-tabulation, we can see that there is a relationship between gender 
and brand selection. For example, the tables below indicate that the selection of certain 
brands, such as PolyGram, Sony, BMG, and Warner, is related to the gender of the 
buyers. Across these four brands, there are higher proportions of male respondents who 
5 9 
said that they have purchased these brands within the last 6 months. Moreover, there is 
also a relationship between gender and the percentage of certain brands bought in the 
past. For instance, more male respondents have bought PolyGram (which accounted for 
over half of their total classical CD purchases) and more female respondents have bought 
Naxos (which accounted for over half of their total classical CD purchases). 
Table 4.8 
— Bought PolyGram / HNH by Gender 
PolyGram Naxos 
Gender 0% 1-49% 50-100% 0% 1-49% 50-100% 
53.2% 27J%""“ 19.1% 5 3 . 2 % 1 2 . 8 % 34.0% 
m a l e 18.8% 35.4% 45.8% 66.0% 28.0% 6.0% 
Table 4.9 
Brand Purchases by Gender 
PolyGram Sony BMG 衡 膨 
Gender Yes No Yes No Yes No Yes No 
female 46.8% 53.2% 27.7% 72.3% 8.5% 91.5% 6.4% 93.6% 
male 81.0% 19.0% 49.0% 51.0% 44.45 55.6% 20.3% 79.7% 
Besides, there also exists a relationship between gender and the recall rate of 
brand names. The following table illustrates that male respondents have a higher recall 
rate of the brands that they have bought within the last 6 months. 
Table 4.10 
Brand Recall by Gender 
Remember / know the brands which have been bought 
Gender. Yes ^ 2 
Female 78.7% 21.3% 
Male 90.2% 9 ^ % 
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Price 
Among all respondents, the average price spent on purchasing one CD is HKS113; 
SI00 is the mode price. Over one-fourth of the respondents usually spend $100 on one 
CD. Over half of the respondents (63%) fall into the price category of $100-$ 149. For 
the most expensive case, there are 3 respondents who said that they usually spend $300 on 
one CD. On the other hand, there is one respondent that said he/she usually spends only 
S40 on one CD. This result does indeed match reality. According to the writer's | 
observation in different CD stores, the price range of most western classical CDs (first- 丨 
* . 
hand) is from $30 to $200. For CDs priced higher than $200, this may be due to their | 
extremely good production quality，their rare editions/versions, gold decoration, limited 
supply，etc. 
Figure 4.2 
Prices that Customers Usually Spend on Buying One Classical CD 
8 0
 T 63 、、、、 . 




 " -'；；- ,22 ?'、、、 B ‘ 
a 2 ° 0 吡5 , ； _ _ _ _ ^ ― ^ • ― ^ — — ^ 
<$50 $50-599 $100-$149 $150-$199 $200 or over 
price 
Besides, the following table also suggests that the amount which customers usually 
spend on one CD is affected by whether or not they play musical instruments. Almost 
one-fifth of those customers who play instruments spend $100 dollars or more when 
眷 
buying one classical CD, while less than ten percent of non-instrument players do so. 
61 
Table 4.11 
Money Spent on One CD by Ability to Play Instruments 
money usually spent on one CD 
<$100 $100 or above 
instrument players 80.9% 19.1% 
.non- ins t rument players 91.1% 8.9% 
Selection Criteria in Buying Classical CDs 
Table 4.12 
Selection Criteria 
Selection Criterion Not at all Important to Mean score of 
important to extremely importance (1 is not i 
somewhat important at all important; 5 is 
important extremely important) 
price of the CD — 55.0% 45.0% “ 2.37 
name(s) of the 12.5% 87.5% 3.52 
composer(s) 
name(s) of the 17.5% 82.5% 3.40 
performer(s) / 
orchestra(s) | 
name(s) of the ： 29.5% 70.5% 3.15 
conductor(s) 
name(s) of the piece(s) 5.5% 94.5% 3.95 
performed 
type of music ""“ 12.0% 88.0% 3.73 J 
performed ； 
sound/ production 14% 86.0% 3.63 j 
quality 
brand name of the 46.5% 53.5% 2.60 ‘ 
record company 
cover/design of the CD — 79.5% 20.5% LS3 
attractiveness of the 82% 18.0% 1.79 
promotional material 
explanatory notes 57.5% 42.5% 2.37 
inside the CD 
recommendation(s) 36.0% 64.0% 2.88 
from other people 
others (only 14 Z0% 5^0% 3.07 
respondents have stated 
. o t h e r selection criteria) 
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In the questionnaires, the respondents were asked to rank the importance of each 
selection criterion on a five-point scale. One represents “not at all important；' while five 
represents “extremely important." From Table 4.12, one can see which selection criteria 
respondents consider to be more important. About 95% of the respondents consider 
name(s) of the piece(s) performed to be an important selection criterion in buying classical 
CDs. Moreover, over 80% of respondents consider type of music performed, name(s) of 
the composer(s), sound/ production quality, and name(s) of the performer(s)/orchestra(s) 
to be important selection criteria. On the contrary, only about 20% of the respondents 
think that attractiveness of promotional material and cover/design are important selection j 
criteria. Therefore, we may say that customers consider the music (core message) to be 
more important than other peripheral elements, such as promotional material and cover 
design, in buying classical CDs. The cover/design of a CD and the promotional material 
may, however, draw the attention of customers or increase the brand awareness of | 
customers to a particular music company. But they may not really affect the decisions in 
buying classical CDs or induce buying intentions. Later we shall see that the primary 
reason for most of the customers to buy classical CDs is for their own enjoyment. 
Therefore, it is easy to understand why so many respondents consider the name(s) of the . 
piece(s) performed and the type of music performed to be the most important selection 
criteria. As the taste and preference of each customer is different, and the repertoires of 
classical music are very broad and varied, the customer will consider them as very 
important selection criteria. Name(s) of the composer(s) has a direct relationship with the 
name(s) of the piece(s) performed, as each composer has certain piece(s) of music that are 
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well-known among listeners. For instance, when people think of Handel, they may 
immediately think of his famous work ；'Messiah." Therefore, people also consider 
name(s) of the composer(s) as one of the most important factors. 
In addition, there is a high proportion of respondents who consider 
sound/production quality and name(s) of the performer(s)/orchestra(s) as important 
criteria. There are several possible reasons for this. Firstly, the quality and standard of 
performer(s) and orchestra(s) will directly affect the interpretation and thus the overall 
performing standard and quality of the music. Therefore, the name(s) of the 
• : it 
performer(s)/orchestra(s) may have a perceived difference on the image and the 
‘ , ： • i - . . .: 
performing standard of the classical CD: For example, more people have heard about the 
I 
r* I 
names of the three big tenors, but may not know the other names. Even though other 
tenors may also be good, the "big three" names have already been differentiated in 
consumers minds. 
In the survey, some of the respondents said that one of the top three reasons ror 
I 
buying classical CDs is to test the hi-fi quality, therefore, sound/production quality is 
important to certain customers. Even for other non-hi-fi respondents, many of them still : 
consider sound quality to be an important criterion. This is understandable, since good 




Ranking of the Selection Criteria by Mean Score of Importance 
Selection Criterion Mean Score Mean Score 1 Mean Score Mean Score Ranking 
of (bought Sony 2 2-1 (1 is the 
Importance CDs) (haven't (absolute most 
bought Sony value) important 
CDs) selection 
criterion) 
s lmame(s) of the 3.95 3.84 ( 2.8%) 4.11 (4%) "027 1 
piece(s) performed -
s2: type of music 3 . 7 3 3 . 6 8 ( 1 . 3 % ) 3.80(1.9%) 0.12 2 
performed ； ； ———： 
s3: sound/production " ^ 6 3 3.59 (1.1%) 3.69(1.7%) 0.1 3 
quality 
s4: name(s) of the 3 . 5 2 “ 3.53 (0.3%) 3.49(0.9%) 0.04 4 
composer(s) 
S5: name(s) of the ^ 4 0 3.60 (5.9%) 3.12 (8.2%) 0.48 5 
performer(s) / 
orchestra(s) 
s6: name(s) of the 3.15 3.34 (6.0%) 2.87 (8.9%) 0.47 6 
conductor(s) . ； 
s7: others, e.g., free 3^07 3.10(1.0%) 3.00(2.3%) 0.1 1 




live recordings, etc. ！ 
s8: recommendation(s) “ 2.87 (0.3%) 2.89(0.3%) 0.02 8 j 
from other people 
s9: brand name of the Z60 2.66 (2.3%) 2.51,(3.5%) 0.15 9 
record company — 
slO: explanatory notes . 1 3 7 2 . 3 2 ( 2 . 1 % ) 2.45 (3.4%) 0.13 10.5 
inside the CD 
si 1: price of the CD 2.37 2.36 (0.4%) 2.39 (0.8%) 0.03 10.5 
si2: cover / design of I L83 1.80 (1.6%) 1.86(1.6%) 0.06 12 
the CD 
si3: attractiveness of L79 1.87 (4.5%) 1.68 (6.1%) 0.19 13 
the promotional 
material 
Table 4.13 summarizes the mean scores of thirteen different selection criteria and 
ranks the criteria according to their mean scores. It indicates that the three most 
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important selection criteria are name(s) of the piece(s) performed, type of music 
performed, and sound7production quality. When one looks at the six most important 
selection criteria, one sees that they are all directly related to the music itself, i.e., the I 
composers wrote different pieces and types of music and then various performers and f 
orchestras performed and interpreted the music differently. Customers have different 
preferences for certain composers, pieces/types of music, and performers. These 
preferences are considered as v e ry important selection criteria. On the other hand, when 
one looks at the five least important selection criteria, they are ranked between “not at all 
I 
important" to “somewhat important". Indeed these five selection criteria are not directly | 
‘ 
related to the music itself. For example, brand name of the record company, explanatory 
notes inside the CD, price of the CD, cover/design of the CD, and attractiveness of the 
promotional material are not directly related to the music itself, but they represent other 
aspects of the marketing mix. When the researcher asked some of the respondents 
personally, they said that even if the cover/design of the CD or the promotional material is 
‘ [ 
very attractive, they will not buy the CD if they don't like the pieces of music performed 
i 
or the performers. Some respondents said that even if the price of the CD is a little bit 
higher or very expensive, they will still buy the CDs if they like the pieces of music 
performed or the performers. Therefore, it is obvious that the music itself is still the most 
important consideration among many respondents in buying classical CDs. 
Table 4.13 also illustrates the different mean scores among Sony CD buyers and 
non-Sony CD buyers, and Figure 4.3 shows the overall mean scores of the thirteen 
selection criteria and those of Sony classical CD buyers and non-Sony classical CD buyers. 
For most of the selection criteria, the three mean scores are very close to each other, 
66 
which is iUustrated by the three points which overlap each other. However, for selection 
criteria s i , s5, s6，and sl3, there are larger differences among the three mean scores. The 
two most obvious ones are for selection criteria 5 and 6, i.e., name(s) of the 
performer(s)/orchestra(s) and name(s) of the conductors). For these two selection 
criteria, Sony classical CD buyers have higher mean scores than the non-Sony classical CD 
buyers ( -15% higher) and the overall mean scores ( -6% higher). This implies that, on 
average, when compared with buyers overall and non-Sony CD buyers, Sony classical CD 
buyers consider the name(s) of the performer(s)/orchestra(s) and the name(s) of the 
、 
conductor(s) to be more important. 
‘ I 
Moreover the figure identifies for which selection criteria the Sony buyers have 
’ . I 
higher mean scores than non-Sony buyers and overall 'mean scores. They are s5, s6, s7, 
s9’ and sl3. Thus one may say that Sony buyers consider the performer(s)/orchestra(s), 
I 
the conductor(s), the brand name of the record company, attractiveness of the promotional 
J
 ( 
material, and other miscellaneous factors to be more important. 
. !| 
I 




Comparison Between Sony Buyers and Non-Sony Buyers on Selection Criteria 
4 5 , , . I 
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selection criteria (s1 is the criterion with the highest mean 
score of importance) 
I 
In fact cross-tabulations show us that gender, personal income level, educational 
' ( 
.乂 , ' I 
level and the ability to play an instrument have some relationships to different selection 
， , 
criteria. Table 4.14 summarizes the relationships of these variables with various selection 
criteria. For detailed cross-tabulation analyses of Table 4.14, please see Appendix VH 
_ . . I : . : 1 . : : 1 : : 1 : . . I 
1» 




Selection Criteria by Demographic Variables 
Selection criterion Relationship with Explanation 
variables 
price of CD • gender • more female respondents consider 
• personal price to be an important selection 
income level criterion than do males 
• more respondents with lower than 
$10,000 income consider price to be 
an important selection criterion 
name(s) of the ""“~~ • personal • more higher income level people 
performer(s) / income level consider this to be an important 
orchestra(s) factor 
name(s) of the • educational • more respondents with higher I 
conductor(s) level educational level consider this as 
. important [ 
sound / production • play • more non-instrument players and 
quality instrument or higher income respondents consider 
not sound/production quality to be 
• personal important selection criteria 
income level 
brand name of the record 參 educational • more bachelor degree and secondary 
company level school level respondents consider 
“ • gender brand name to be important 
• more male respondents consider 
brand name to be more important 
than do female respondents 
I ~ f 
• 
Selection criterion: price of CD | 
The implications for marketers are that females and lower income customers are 
more concerned about the price of CDs when they are selecting CDs. Therefore, it is 
good for companies to have different pricing strategies to target different groups of 
customers, for example, budget CDs for more price sensitive or price-oriented customers, 
and mid-range and full line CDs for non-price sensitive customers. . 
6 9 
Sp.lpr.tinn criterion; riame(s) of the performerr^ / orchestra(s) 
The higher the income level, the more emphasis is put on the importance of the 
name(s) of the performer(s) and/or the orchestra(s). Since higher income groups are less 
price sensitive, they may be more willing to pay higher prices for some well-known j； 
performers. For lower income groups who are more price sensitive, they are less 
concerned about the names of the performers. Therefore, some marketers like Naxos use 
lesser known performers and orchestras and can charge the customers much lower prices 
per CD to target the price sensitive customers. , I 
• ^ H . ^ ^ ^ ^ 
^ H . • 
I 
Selection criterion: namefs) of the conductor(s) 
I 
The higher the educational level, the more respondents consider name(s) of the 
conductor(s) to be an important selection criterion. It may be due to the fact that a higher 
educational level equips respondents with better musical knowledge, so that they consider 




Selection criterion: sound / production quality j 
More non-instrument players and higher income level people consider sound 
quality to be important. By personal interviews with selected customers and music 
companies, there are several reasons for this. First, higher income groups are more willing 
to spend more money on one CD, and they think that higher price should be justified by 
better sound quality. For instrument players, they may like some of the legendary 
performers whose recordings have been produced a long time ago by less advanced 
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production technology. Therefore, the sound quality may not be very good. However, if 
they like the performers, they may consider buying the CD even if the sound quality is not I 
very good. 
Sdection criterion: brand name of the record company 
More male respondents and college degree respondents are concerned about brand 
name of the record company. Therefore, if the music companies do have strong brand 
names, such as PolyGram, they should continue to use them and to reinforce the brand 
I 
names in the minds of customers by some means, such as advertisements. 1 
I 
By cross-tabulating the different selection criteria with brand names which . | 
-1 
customers have bought within the past six months, relationships between these variables 
become evident. 
• • • 
Table 4.15
18 
Relationship of Brand Name Selection to Selection Criteria ：丨 
"""Brand name~~ relationship with selection explanations | 
bought criteria — _ j 
BMG • name(s) of the • more respondents who consider 
performer(s)/orchestra(s) name(s) of the 
• name(s) of the conductor(s) performer(s)/orchestra(s) to be j| 
important have bought BMG 
classical CDs 
• more respondents who consider 
name(s) of the conductor(s) to be 
important have bought BMG 
classical CDs 
EMI •name(s) of the conductor(s) • more respondents who consider 
• attractiveness of name(s) of the conductor(s) to be 
promotional material important have bought EMI | 
classical CDs 
18 HNH is excluded in this table since chi-square tests show no significant relationships between selection 
of this brand and any selection criteria. 
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~~ "I — , more respondents who consider 
attractiveness of promotional 
material to be important have 
bought EMI classical CDs 
PolyGram
 7
• price of C D ~ • more respondents who do not 
• name(s) of the performer(s)/ consider price of CD to be 
orchestra(s) important have bought PolyGram 
• name(s) of the conductor(s) classical CDs 
• brand name of the record • more respondents who consider 
company name(s) of the performer(s) to be 
important have bought PolyGram 
classical CDs 
• more respondents who consider 
name(s) of the conductor(s) to be 
important have bought PolyGram 
classical CDs 1 
• more respondents who consider 
brand name of the record 
company to be important have 
bought PolyGram classical CDs 
• name(s) of the • more respondents who consider 
performer(s)/orchestra(s) name(s) of the 
• name(s) of the conductor(s) performer(s)/orchestra(s) to be 
• brand name of the record important have bought Sony | 
company classical CDs 
• more respondents who consider 
name(s) of the conductor(s) to be 
important have bought Sony 
classical CDs f 
• more respondents who consider 
brand name of the record 
company to be important have I 
bought Sony classical CDs > 
Warner ^ n a m e ( s ) of the conductor(s) • more respondents who consider • 
name(s) of the conductor(s) to be 
important have bought Warner 
classical CDs 
The above findings match the writer's observations and personal interview results 
with different music companies and selected customers. Most of PolyGram's CDs charge 
full-price，especially for those under the DGG label and those of very famous artists or 
performers. In addition, PolyGram is a very well-known brand name among many 
• • > • • ‘ 
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classical CD buyers. Therefore, those people who are more price conscious may not buy 
PolyGram CDs. But those who are very concerned about brand name or names of the 
performers/orchestras and conductors have bought PolyGram classical CDs within the last 
6 months. Excluding the label Naxos, respondents who consider either the names of the 
performers/orchestras or conductors as important selection criteria have bought the other 
5 companies' classical CDs before. This is understandable, since Naxos' selling point is 
not the names of its performers/orchestras and/or conductors, while the other 5 companies 
all have their own exclusive and famous performers/orchestras and conductors as selling 
points. . 
I 
The only two companies which have a relationship with the criterion “ brand name I 
： ： 
of the record company" are PolyGram and Sony. Therefore, Sony can position itself as a 
I 
well-known brand name, with the help of some of its very well-known performers and 
i 




Places for Buying Classical CDs 
1 j 
All respondents were asked where they usually go to buy classical CDs, and to | 
rank them accordingly. HMV is the first place that most of the respondents usually go 
(70% of the respondents). Only 27% of respondents say that they go to other record 
stores as their first choice. For those who mentioned going to other record stores as their 
first choice, Win-Win and KPS are the most frequently mentioned names. Moreover, 
when the respondents were asked about the second and third places they usually go, not 
all of them provided answers. For example, only 75% mentioned a second place and only 
7 3 
20% mentioned a third place. Among those who stated second choices, they mentioned 
other record stores, with HK Records, KPS, and Win-Win / Tower Records as the three |； 
most visited other record stores. Most of the people who mentioned a third place selected 
the counter displays at concert halls for buying classical CDs. Table 4.16 summarizes the | 
findings. 
Table 4.16 
Places to Buy Classical CPs 
First Place Second Place 一 Third Place 
HMV (70%) other record stores (37%) no answer (80%) 
other record stores (27%)”"”no answer (25%) " " c o u n t e r displays at concert I 
halls (7.5%) 
other channels (3%) HMV (23.5%) book stores (6%) 
~ other places (14.5%) other places (6.5%) 
！ 
Since the survey was conducted inside two HMV stores, it is not surprising that — 
more respondents picked HMV as their first place. However, 27% of the respondents 
picked other record stores (instead of HMV) as their first place, with Win-Win as the most 
I 
popular of the other record stores. When the interviewer asked some respondents why 
they picked Win-Win, all provided the same answers: Win-Win provides much cheaper 
_ i 
classical CDs, at least 10%-15% cheaper than those of HMV. Other respondents who | 
said that they usually go to HMV First do so for the following 3 reasons: comprehensive | 
classical CD collections, nice environment, and free listening booths. 
In addition, cross-tabulations show that more instrument players choose HMV as 
their first place to go to buy classical CDs when compared with non-instrument players. 




Besides more instrument players selecting HMV as their first choice, a higher | 
proportion of respondents with higher educational levels (masters / doctoral degrees) also 
select HMV as their first choice for buying classical CDs. When the interviewer asked 
some higher educated respondents about the reasons for selecting HMV as their first 
choice, they all claimed that HMV is more comfortable and the interior decoration is very 
nice. In addition, they said that the customer profiles of HMV stores are more similar to 
their own backgrounds, so they feel more comfortable shopping in HMV stores. 
• 丨 . I . H 
Reasons for Buying Classical CDs | 
In the questionnaire, the respondents were asked to mention three main reasons for 
buying classical CDs, and to rank them accordingly. About 85% respondents said that the 11 
primary reason for buying classical CDs is for their own pleasure and enjoyment. About 
one-tenth said that the primary reason is to learn more about classical music. Only 1.5% 
respondents mentioned testing hi-fi quality as their primary reason. Then for the second t 
reason, about 40% respondents said that they wanted to learn more about classical music. 
1 
And for the third reason, about 18% respondents said that buying classical CDs are for j 
collection purposes. In fact, these findings match with the opinions of HMV. HMV 
classifies classical CD buyers into four groups: (1) serious buyers, (2) beginners, (3) cross-
over buyers, and (4) hi-fi players. Most of the serious buyers would like to buy different 
classical CDs for collection purposes. For beginners and cross-over buyers, they may 
want to learn more about classical music and to enjoy classical music. For hi-fi players, 
testing the hi-fi quality is of course one of the major reasons for them to buy classical CDs. 
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No matter which group the customer belongs to, the primary reason for most of the 
respondents is enjoyment and pleasure in listening to classical music. 
Figure 4.4 
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Cross-tabulation also shows that more higher income respondents (over $15,000) 
said that the primary reason for buying classical CDs is for their own pleasure and |； 
enjoyment. At the same time, more non-instrument players mentioned testing hi-fi quality 1 
as their second reason for buying classical CDs. I 
Opinions of Sony's Classical CDs 
Almost sixty percent of all respondents have bought Sony Classical CDs in the |； 
past. Moreover, more male respondents (67.4%) are Sony's buyers than are female j 
J 
respondents (38.3%). In addition, the following table also suggests that Sony CD ：• 
. j 
ownership is related to personal income. A higher proportion of respondents with income ； | 
over $10,000 have bought Sony classical CDs in the past. In fact, Sony doesn't provide 
any budget type classical CDs. It only has mid-range to full-line classical CDs. Therefore, 
many price sensitive and lower income customers may never have bought Sony classical 
CDs before. 丨 
Table 4.17 
Have Bought Sony Classical CDs by Personal Income Level 
Have bought Sony Classical CDs before 
Persona] Income Level Yes ^ 
<$10,000 41.2% 58.8% 
$10,000-$19,999 68.0% 32.0% 
$20,000 - $29,999 61.3% 38.7% 
$30,000 or above 70.6% 29.4% 
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Those respondents who had bought Sony classical CDs
19
 were asked to comment 
further on the price, product quality, promotional a t t r ac t iveness , promotional quantity, 
and distribution of Sony's classical CDs. In general, Sony buyers have positive comments 
.about Sony's marketing strategy. 
Price 
Over 80% of the 118 Sony buyers considered the price of Sony's classical CDs to 
be moderate only very few of them considered it to be either too expensive or too cheap. ) 
. . ， . 丨 
S i : j 
Table 4.18 
Opinions of Sony's Price ： j 
Frequency Percentage j 
: i 0 5 % 
very expensive i 
expensive 20 ]0,0% 
moderate 96 48,0% [ 
cheap 1 ° -
5 % 





Haven't bought 82 41.0% 
Sony's CDs before 
Total — 200 100% | 
i| 
Product quality fin terms of package, recording quality, and performance standard) . 
Over 50% of 118 Sony's classical CD buyers consider the product quality to be 
good. This should be one of the key success factors and selling points of Sony Classical. 
About 40% of 118 Sony's classical CD buyers think that the product is of acceptable 
quality. However, about 5% of 118 Sony's buyers consider product quality to be poor. 
19 For those who have not bought Sony CDs were to skip question 9. 
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Table 4.19 
Opinions of Sony,s Product Quality ； 
Frequency Percentage 
excellent 5 2.5% 
good 62 31.0% 
acceptable 45 22.5% 
‘poor A 
very poor 0 0% 




CDs before ； 
Haven't bought S o n y ' s 8 2 41.0% 
CDs before 




There were 73 of 118 Sony buyers (62%) who considered Sony's promotional 
\ j 
material to be of acceptable attractiveness. However, 22 (19%) of them thought that 
j 
Sony's promotion is either unattractive or very unattractive. Therefore, Sony must 
I 
improve its promotional materials in order to build up its brand image and brand 
awareness. 
Table 4.20 I 
Attractiveness of Sony's Promotional Material 
~ ~ Frequency Percentage 
very attractive 0 ^ ^ 
attractive 23 11-5% 
acceptable 73 36.5% 
unattractive 21 10.5% . 
very unattractive 1 0.5% 
Have bought Sony's CDs T IF 59.0% 
before 
Haven't bought S o n y ' s 一 82 41.0% 
CDs before 
Total 200 1000% 
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A higher proportion of male Sony buyers consider Sony's promotional material to 
be unattractive, as compared to females. 
Table 4.21 
Sony's Promotional Attractiveness by Gender 
Promotional material attractiveness 
Gender very attractive acceptable not attractive 
female 12.8% 19.1% 6.4% 
male 10.5% 41.8% 12.4% 
Promotional quantity ： I 
About half of the 118 Sony buyers considered the amount of promotion to be just | 
_ • p 
enough. However, about 40% of 118 Sony buyers think that the promotion is not 
：j 
enough. Moreover，16% of them admitted that they were not aware of the promotions or 
.j 
advertisements for Sony's classical CDs. This indicates that Sony should adjust its 
communication channels or choose better communication methods to target its customers. 
.. I 
Table 4.22 
Quantity of Sony’ s Promotional Materials : j 
Frequency Percentage 
too much 0 0% — ： j 
just enough 55 21.5% 
not enough 44 22.0% •丨 
not aware of the promotion or 19 9.5% 
advertisement 
Have bought Sony's classical 118 59.0% 
CDs before 
Haven't bought Sony's classical 82 41.0% . | 
CDs before 
Total 200 100.0% 
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Distribution 
Over 80% of the Sony's buyers said that they can easily find Sony CDs in different 
places. 
Table4.23 
Ease of Finding Sony's Classical CDs in Different Places 
""“ Frequency “ Percentage 
can easily find Sony CDs in ""“一 99 49.5% 
different places — 
cannot easily find Sony CDs in 21 10.5% 
different places 
Total 1 118 59% 
丨 
Preferred Promotional Methods 
I: 
I 
All the respondents were asked to pick a maximum of three promotional methods 
I 
from a list of 11 methods that may motivate them to buy classical CDs. Only 5 
respondents mentioned that promotion is not an issue and would not motivate them to buy 
classical CDs, and 2 respondents mentioned some other promotional methods which are 
not on the list, such as direct mailings and teacher's recommendations. Table 4.24 ranks 




Preferred Promotional Methods 
“ ~ Preferred Promotional Methods % of Respondents Ranking 
recommendation(s) of music critic(s) 62.5% 
sales discount/ price cut 51.0% 2 
free listening before buying the CD 38.5% 3 
advertisement in different media 30.0% 4 
buy one, get one free 20.5% 5 
free catalogue for every purchase 16.0% 6 
free CD sample - 14.5% Z 
others (e.g., direct mailings, teacher's 3.5% 8 
recommendations, promotion is not an issue) L 
82 
勝j 
coupon attached to CD 3.0% 9 
beautiful window display or counter display 1.5% IP 
free poster for every purchase l.Wc 11 
lucky draw 1.0%
 1 2 
From the above table, one can see that over 60% of respondents considered 
recommendations of music critic(s) to be their preferred promotional method. Sales 
discount and free listening before buying are the other two preferred promotional methods 
that many people have chosen. After speaking in-depth with some customers, the 
researcher discovered that recommendations of credible/knowledgeable critics can give 
customers more insights about some classical CDs or even motivate them to buy. 1 
I 
II 
Moreover, for some new and lesser-known repertoires, music critics do play a more 
important role in introducing the CD to the public. Indeed, nowadays, more music 
companies invite music critics to write about their new releases in different magazines 
and newspapers, as they realize that some well-known music critics can induce customers 
to have positive perceptions about their CDs. 
. . . { 
people also prefer sales discount so that they can save money and it can stimulate 
. t h e m to buy more classical CDs. For the respondents who have picked sales discount as 
one of the three most preferred promotional methods, about 25% off the regular price is I 
the average (mean) discount that would motivate them to buy. 
In addition, HMV and some other record stores have already offered free listening 
booths to customers. They are good ways of introducing different CDs to the customers. 
Beginners who are not familiar with classical music may sometimes have difficulty in 
selecting which CD to buy. Therefore, free listening can solve some of their problems. 
In addition, based on the writer's observation in two HMV stores, there were many 
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customers who bought their CDs after listening to them at the booths or after the 
salespeople have put the discs on the air. When they were asked why they bought these 
CDs, they said that they liked them after listening and wanted to buy. It was just that 
simple. 
On the other hand, only a few of the respondents mentioned that beautiful window 
displays, lucky draw, or a free poster for every purchase are desirable promotional 
methods. 
Through cross-tabulations, one can see that personal income level and whether or 
not the respondents play an instrument do have relationships to the preferred promotional 
methods. When compared to instrument players, more non-instrument players consider 
1 
free listening before buying the CD to be one of their three favourite promotional 
methods. This may be explained by the fact that instrument players may already have 
some musical knowledge and know which CDs to buy, so they may rely less on free 
listening. However, non-instrument players who have been less exposed to music may j 
need to have free listening to help them make their decisions. ： 
Moreover, over 70% of non-instrument players consider recommendations of 
music critics to be one of their favourite promotional methods, while only about 55% of 
i 
instrument players do so. This may be due to the fact that non-instrument players have 
lesser music knowledge than instrument players and tend to rely more on external sources 
of information, such as music critics' comments, in order to give them suggestions on 
what to buy. 
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Table 4.25 
Recommendations by Ability to Play Instruments 
Recommendations of music critics as preferred promotional method 
Play instrument or not Yes ^ 
instrument player 54.5% 45.5% 
. non - in s t rumen t player 72.2% 21. 
Educational level also plays a role in the choice of promotional methods. For 
example, more respondents with higher education prefer sales discounts than do those 
with only F.1-F.7 education. One of the possible explanations is that teenagers of F.l -F.7 
background are more willing to spend and don't worry too much about sales discount. 
Alternatively, maybe their parents just give them enough money to buy what they want. j 
Besides, more lower income respondents (<$15,000) consider a buy one, get one ( 
. • • \ 
；I , 
free promotion to be very attractive, and consider it as one of their preferred promotional | 
methods. | 
Finally, more female respondents prefer a free CD sample as their preferred j 
promotional method. 
Information Channels in Receiving Information about Classical CDs j 
I 
All 200 respondents were asked to pick a maximum of three information channels j 
through which they usually receive information about classical CDs. Only 5 respondents 
mentioned other information channels that are outside the list, and they are music books 
and the Internet. Table 4.26 ranks the information channels according to the percentage 




Information Channels | % of R e s p o n d e n t " Ranking 
go to the record stores myself to 59.0%
 1 
get more information 
magazines ； 35.0% ？_ 
other people's recommendations 26.5% ； j 
RTHK Radio 4 26.0% _ i : 
CD catalogues — 21.5% ^5 
music guides 21.5% ：_ | 
newspapers . 12.0% Z 
promotional materials from \ l . 5%
 8 
various music companies ； ； 
program notes of various 11.0% 9 
concerts — — | 
explanatory music notes attached 9.5%
 1 0
 | 
inside the CDs : j 
others (e.g., music books and the 2.5%
 1 1
 , I 
Internet) J ；^  j 
Table 4.26 shows that about 60% of the respondents said that going to the record 
stores themselves is one of the information channels for them to get information about 
classical CDs. The other two most frequently mentioned information sources are 
magazines and other people's recommendations. In addition, Gramophone’ Hi-Fi Review, ！ 
and the monthly magazine of RTHK Radio 4 are the three most frequently mentioned 
magazines as sources of classical CD information. The following table lists out the 
p 
magazines that the respondents usually read in order to get classical CD information. 





Hi-Fi Review — ^― 
Monthly magazine of RTHK Radio 4 ^—— 
CD Land — 
1
 C： 
Audio Technique — 
Ming Pao Weekly 
Classical Music Magazine 
— " o 
Next Magazine 
1
 ~ “ o 
Audiophile — 
BBC Music ^― — 
Hi-Fi News ？ — 
Absolute Hi-Fi . -i » 
CD Bible 丨 
Classical CD — j 
Recruit 
一莘侦别 L i ; 
From the table, one can see that most of the magazines are very specialized and 
classical music/hi-fi oriented. In addition to music or hi-fi magazines, Ming Pao Weekly 
^nd Next Magazine are two popular magazines through which the general public can easily 
get access to information pertaining to classical music and CDs. In addition, based on 
cross-tabulations, more male respondents consider magazines as their key information 
sources when compared to their female counterparts. J 
Table 4.28 
Magazines by Gender 
Magazines as one of three information sources for classical CDs 
Gender Yes ^ 






In fact，more higher educational level respondents (bachelor degree or above) rely 
on classical CD information from magazines. Actually, some professional music/hi-fi 
magazines also target more educated readers. 
Table 4.29 
Magazines by Education 
Magazines as one of three information sources for classical CDs 
Educational level Yes 
F.1-F.7 23.9% 76.1% 
bachelor / college degree 42.3% 57.7% 
masters / doctoral degree 36.0% 64.0% 
Based on the interview results, all the music companies rely heavily on putting 
articles or advertisements in different magazines. for promotional and educational 
purposes. These forms of information are marketer-controlled. On the other hand, 
recommendations from other people, such as teachers, friends, and music critics, are not 
marketer-controlled, and they are one of the information sources that many people 
selected. 
Besides magazines, people also chose some other print media as their information 
sources, such as CD catalogues, music guides, and newspapers. The two newspapers 
mentioned most frequently are Hong Kong Economic Journal and Ming Pao Daily News. 
Moreover, one may conclude from the previous tables that classical CDs are high-
involvement products, as customers actively search for information by going to the record 
stores themselves or search for information from highly-involved print media, such as 
magazines, CD catalogues, music guides, and newspapers. Therefore, customers may first 
actively search for information and evaluate the information before buying. Moreover, a 
typical classical CD costs around $100. It is not a cheap product like salt. In additional’ 
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most of the people buy classical CDs for their own pleasure/enjoyment. Therefore, they 
will be more careful and selective in making choices and rely on more external 
information. 
Hong Kong has only one classical radio station, that is, RTHK Radio 4. Cross-
tabulation shows that more respondents of the higher income group ($25,000 or over) 
choose to listen to RTHK Radio 4 as one of their three main information channels for 
classical CDs and music. 
Maximum Price Willing to Pay 
The mean maximum price that these 200 respondents are wi]]ing to spend is ^ 
$175.45. There were 62% of the respondents whose maximum prices are less than $200 
and 38% of the respondents whose maximum prices are over $200. In addition, the mode 
maximum price is $200 (21% of respondents). The lowest maximum price quoted was 
$80’ and the highest maximum price quoted was $500. 
By cross-tabulation, the maximum price willing to be paid by the customers are ； 
also related to two other variables: amount of money that customers usually spend on one 
classical CD, and whether the customers consider price of CD to be an important selection 
criterion or not. The following two tables indicate that customers who usually spend $100 
or more on one CD are more willing to pay a higher maximum price than those who 
usually spend under $100 per CD. Moreover, those who do not consider price of CD to 
be an important selection criterion in buying classical CDs are more willing to spend $200 
or more for one CD. 
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Table 4.30 
Maximum Price by Amount Usually Spent on One CD 
Maximum price willing to pay for one CD 
$ usually spent on one CD <$200 $200 or over 
<$100 71.9% 28.1% 
$100 or over 3.4% 96.8% 
Table 4.31 
Maximum Price by Price as Selection Criterion 
Maximum price willing to pay for one CD 
importance of price of CD as selective <$200 $200 or over 
criterion in buying CD 
Not important to somewhat important 51.8% 48.2% 
Important to extremely important 74.4% ； 25.6% 
Preferred Tangible Changes or Improvements 
The respondents were asked to choose a maximum of three tangible changes or 
improvements that would motivate them to buy more classical CDs. The two changes 
most frequently mentioned are related to the explanatory notes. Around 75% of 
respondents said that more explanatory notes written by the performers would motivate 
them to buy. Moreover, over 40% mentioned that different language translations of 
explanatory notes inside the CD would help. Some respondents indicated that Chinese 
and English versions would be more helpful. About 15% of the respondents mentioned 
other preferred tangible changes which were not included in the list, such as better 
production quality and free listening before buying. Actually, free listening before buying 
can't be done by the music company; it is heavily dependent on the record stores or 
chains. However, music companies may have some bargaining power over the number of 
free listening booths being assigned to their classical CDs. Moreover, music companies 
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can send out more free CD samples for customers to listen to some of their new releases. 
Table 4.32 summarizes the suggested changes and their rankings. 
Table 4.32 
Tangible Changes/Improvements 
Changes/Improvements % of Respondents Ranking 
more explanatory notes inside written by 74.5% 1 
the performers 
different language translations of 42.5% 2 
explanatory notes inside the CD 
more photos of the 38.5% 3 
performer(s)/orchestra(s)/conductor(s) 
attached inside the CD : ^ 
more attractive cover / design 19.0% A_ 
others, e.g., improve production quality, 14.5% 5 
more free listening before buying, etc. — 
autographs of the 12.5% 6 
performer(s)/orchestra(s) and/or the 
conductor(s) 
promotional coupons attached 1.0% Z 
Out of 200 respondents, 55.0% do play an instrument. More instrument players 
prefer to have autographs of the performers on the CDs in order to motivate them to buy. 
This may be due to the fact that instrument players may have some preferred performers 
as their idols, e.g., some violin players may like Sophie-Mutter or Issac Stern very much, 
and their autographs would mean something to them. 
Over forty percent of the respondents mentioned that having different language 
translations of explanatory notes inside the CD may motivate them to buy more classical 
CDs. Among these respondents, a higher percentage were respondents with F.1-F.7 
educational level. This is easy to understand, since most of the explanatory notes inside 
the classical CDs are written either in English or in other foreign languages such as French 
or German. For lower educated customers, it would be nice to have Chinese translations 
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in order for them to understand the information about the music and the performers more 
clearly. 
Besides educational level, more lower income level people also prefer to have 
different language translations of music notes inside the CDs. It is because educational 
level is also related to income level. People with lower educational levels typically have 
lower personal income. Therefore, a similar argument holds here too. 
Conclusion 
Competitive Profile ^ 
The largest player in the classical CD market is PolyGram. The rest of the market 
is shared by BMG, EMI, HNH, Sony, and Warner. The competitive advantages of each 
company are different, and thus their positionings also differ. PolyGram uses a large 
amount of promotions, advertisements, and critics' recommendations to build up its brand 
image. The brand image, critics' recommendations, and higher retail price of some of its 
main labels have resulted in a perceived quality difference among classical CD buyers. 
The main selling point of PolyGram is its very well-known and famous performers and 
artists. 
However, the competition in the classical CD market is becoming keener as the 
needs of customers are becoming more heterogeneous. Some customers are looking for 
superior recording quality, some are looking for newer repertoires, some are learning to 
listen to classical music, softie are collecting classical CDs, etc. Therefore, each music 
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company will segment the classical market in different ways and use different strategies to 
.target to its customers. For example, Naxos targets customers who are price sensitive and 
like to try new repertoires. Therefore, it produces a lot of cheaper CDs and many releases 
of lesser-known repertoires. BMG targets customers who look for superior 
sound/production quality; therefore, it produces a series of audiophile CDs. In fact, music 
companies do not just target to one particular group of customers; they normally target to 
several, namely, beginners, cross-over listeners, hi-fi players, and serious classical CD 
buyers. Therefore，‘ each company offers different products for different groups of 
customers. But some companies have different priorities for different customer groups. 
In order to differentiate itself from other competitors, each music company tries to 
do something different. It may use more promotional activities, organize more music 
educational programs, offer more cross-over and compilation discs, use more updated and 
advanced production technology, provide cheaper CDs, emphasize their exclusive famous 
performers, produce more new releases per year, package the CDs in popular ways, use 
more sales promotions, etc. Indeed, these activities all reflect the keen competition among 
the music companies. 
Market Profile 
The trend of the classical CD market is that more people are switching to classical 
music due to more classical educational programs and concerts in Hong Kong. Therefore, 
we see more beginners and cross-over listeners. Therefore, beginners' series and 
compilation discs are always the bestsellers in the classical CD market. In addition, for 
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serious buyers or those who have been buying classical CDs for a long time, besides 
looking for traditional repertoires and excellent performers/orchestras，they are also 
starting to looking for newer repertoires. Some also emphasize sound/production quality; 
therefore, we see many reissues of older recordings every year. By remastering the 
recordings with advanced technology, marketers can appeal to the customers. 
Customer Profile 
From the survey, one can see that many classical CD buyers come from higher 
income level, higher educational level, and have managerial or professional occupations. 
Moreover, some classical CD buyers have a high standard of music knowledge. It may be 
due to the image of classical music as something more intellectual and of long-lasting 
value. Therefore, buying classical CDs can reflect their lifestyle and self-image. In fact, 
the interior design of the classical section in many record stores is different from other 
sections, and this kind of store decoration also reflects the above mentioned qualities of 
customers. Based on personal interviews with different customers, some customers 
associate classical music/CDs with higher social status and better self-image. Even the 
promotional and communication tools of music companies towards classical buyers are 
different from those for pop music buyers. They use music, hi-fi, and professional 
magazines to communicate with classical customers. 
However, music companies want to broaden their customer base and attract 
different types of people and beginners to the classical music world. Therefore, more 
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innovative marketing campaigns and more modern and popular product packages for 
classical music have started to appear in the marketplace. 
Based on this research, more customers preferred recommendations from critics, 
sales discount’ and free listening before buying as promotional methods. Since classical 
CDs are high involvement products, i.e., people choose to go to record stores, and look at 
magazine reviews and advertisements to actively search out more information about 
classical CDs, people are more reliant on the recommendations of some credible music 
critics. The informative influence of critics and their credibility can motivate customers to 
buy certain classical CDs, especially when customers can't really tell how good that 
classical CD may be just by looking at some advertisements. Moreover, as listening to 
classical CDs is mostly for seif-enjoyment, free listening before buying can definitely 
appeal to customers. Besides, each customer has different selection criteria in buying 
CDs. However, the five most important selection criteria among many buyers are the 
name(s) of the piece(s) performed, type of music performed, sound/production quality, 
name(s) of the composer(s), and name(s) of the performer(s)/orchestra(s). 
Product Profile 
Classical CDs are high-involvement products. People will spend time in searching 
for their favourite CDs, such as by reading magazine reviews, listening to free samples 
before buying, going to concerts, and consulting other people's opinions. Besides, for 
traditional repertoires like Beethoven's Symphony No.5, more lesser-known repertoires 
may appear, such as some contemporary classical music. In addition, compilation CDs 
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based on different themes or movies have also become very popular. Beginner series also 
account for more prominent shelf-space in record stores. 
Besides the music itself, a number of various covers/designs have been introduced 
to appeal to different customers. In the past, most of the classical CDs put the 
performers' photos on the cover of the CD. Nowadays, more cover designs use 
contemporary art works, or even cartoon characters, as their front covers. 
In addition, more companies now package multiple (i.e., 2 or 3) CDs together. 
Some even put 10 CDs or more in a box for sales. For some special CDs, music 
companies may even package the CD with a free catalogue or a classical music 
educational book. These various product packages and innovative cover designs are 
meant to draw the customers' attention to the CDs and induce them to buy. 
Company Profile 
Since this project is tailor-made for Sony Music (HK) Ltd., in this section, only 
Sony will be discussed. Sony has recently spent more marketing effort on its classical 
CDs. Besides more promotions on its new classical releases, it also has conducted 
different customer surveys in order to understand their customers better. When we look 
at the latest HMV classical chart, some of them are Sony's classical CDs, such as Bobby 
McFerrin's “The Mozart Sessions，，，John Williams' “Plays the Movies，，，and the "Sound 
of Silence 2.” Many people believe that Sony's product is of good to excellent quality, 
such as with excellent sound quality, and the performing standard of the 
performer(s)/orchestra(s) is very high. Besides these competitive advantages, newer 
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interpretations of traditional repertoires (such as the latest release of Bobby McFerrin's 
“The Mozart Sessions，，）and more cross-over or compilation discs help improve the sales 
of Sony. The additional marketing and promotional activities did draw the attention of the 
customers, even though not all customers found the promotional materials of Sony to be 
attractive. 
Sony is also a big brand name in the market. Although it is not as popular as 
PolyGram, Sony's overall brand name is very popular among the general public, since 
Sony is involved in different businesses. Therefore, if Sony can build up a strong brand 
image among classical CDs and produce more different new releases and promote them 
strongly, it may be the market leader one day. 
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CHAPTER V 
MARKETING PLAN FOR SONY'S CLASSICAL DIVISION, 1997-1998 
Target Markets 
The target customer groups of Sony are beginners and cross-over listeners, aged 
between 18 and 35, who are willing to try new things. 
The reasons for choosing beginners and cross-over listeners, aged 18 to 35, as 
Sony's target customers are because these two groups are becoming more important in 
the classical CD market and they do not have particular preferences towards specific 
brands yet. In addition, unlike serious buyers who have certain preferences for certain 
composers, performers, orchestras and brands, beginners and cross-over listeners have not 
established rigid preferences and tastes yet. They are more willing to listen to different 
CDs. Besides, if Sony can target these two groups successfully, they may become loyal 
customers of Sony or heavy classical CD buyers in the future. 
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Marketing Objectives 
Sony's marketing objectives include the use of more promotions to build up brand 
awareness and brand image among target customers, the introduction of more newer 
releases and innovative packaging, an increase in sales, and an emphasis on building up 
customer relationships. 
In order to achieve these marketing objectives, Sony can use the four elements of 
the marketing mix. 
Product Objectives 
The product objectives include the introduction of more new and interesting 
releases, along with innovative packaging, for beginners and cross-over listeners. 
Product Strategies 
For beginners, Sony can produce more CDs with Chinese and English explanatory 
notes inside to introduce classical music to them. It is good to produce CDs on various 
themes, such as baroque music hits, romantic music hits, nationalist music hits, ballet 
music hits, etc. The product package should be more stylish and warm in order to induce 
beginners to buy (such as the cover design of "The Sound of Silence 2;，，people like the 
dolphins very much). In addition, CDs should be packaged with Sony's mini-CD 
catalogues, so Sony can guide the beginners on what to expect in the near future and to 
quote more critics' recommendations. 
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For cross-over customers, Sony should produce more CDs like ks latest release of 
Bobby McFerrin's "The Mozart Sessions." This gives the cross-over buyers a taste of 
new interpretations of traditional repertoires. Indeed, the combination of popular, jazz, 
and classical elements are very appealing to them. Here Sony should also emphasize the 
stylish design of its cover in order to appeal to them to buy. Sony can package them in a 
more rock or popular style in order to appeal to these cross-over customers. 
Moreover, Sony can invite customers to provide feedback on its products. For 
example, Sony can provide a feedback sheet inside each CD. In order to encourage 
constructive feedback, Sony can organize a lucky draw (e.g.; the winner will get the latest 
Sony's classical releases free) every month to those who have sent back their forms. 
Therefore, Sony can understand its customers better and build up a channel for the 
customers to communicate with Sony. From their feedback, Sony may even know what 
types of music customers prefer, and can tailor-make new releases for them. 
Pricing Objectives 
The pricing objective is to stimulate a strong demand for Sony classical CDs and to . 
enhance sales. In order to attract more beginners to buy Sony's classical CDs and 
encourage cross-over buyers to switch to classical CDs, Sony should adopt a lower 
pricing strategy to stimulate sales or to provide more incentives for the customers. 
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Pricing strategies 
For beginners, prices should be set in cheaper ranges to induce them to try Sony 
first. It is better to set it around $50-$60, as there is keen competition on price among 
other beginners' discs. Since currently Sony does not offer any budget CDs, it may 
consider producing a series of budget CDs especially for the beginners. In addition, Sony 
can consider packaging multiple CDs together and setting them at the mid-range prices. 
Indeed, Sony may not need to lower its prices if it can package CDs in different ways. 
For instance, Sony can package one CD and a free sampler together. Or it may consider 
packaging one CD with a free classical book or small reference books about 
performer(s)/orchestra(s). These free gifts may shift the attention of the customers away 
from price. For cross-over customers, Sony can charge higher prices, as some cross-over 
buyers focus more on the newer interpretations of music and performers. Sony can also 
consider giving sales discounts to certain customers, such as Sony's club members or 
people who buy more Sony CDs in order to point out the benefits of being a loyal 
customer. Please refer to the following section on communication objectives for further 
elaboration. 
Communication Objectives 
The communication objectives are to organize more frequent and intense 
communication and promotional activities to build up brand awareness and brand image 
among target customers. 
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Communication strategies 
There are many communication tools which can be used to target beginners and 
cross-over buyers. The main objectives of the communication tools are to motivate 
consumers to buy Sony, build up long-term relationships with them, and to build up 
Sony's brand image. For beginners and cross-over listeners, Sony may consider using the 
following communication tools: 
In-store displays 
As most of the classical CD buyers usually go to the record stores to search for 
CDs themselves, in-store displays are very important. More in-store displays, more 
special shelf-space, more promotional posters, and playing the music on the air can draw 
more attention from customers to Sony's new releases. Free listening booths are definitely 
an effective communication tool since customers can both listen to the music and see the 
promotional materials at the same time. 
Since most of the sales of Sony's classical CDs come from HMV, Sony should 
build up a better relationship with HMV in order to have higher bargaining power on shelf 
space arrangements, listening booth arrangements, and promotional displays. 
Moreover, Sony can use different incentives (such as donating money or 
sponsoring some of HMV's activities and promotional materials) to stimulate HMV and 
other stores to put more of Sony's classical CDs on the air. This is important, as most of 
the customers tend to buy those CDs on the air after listening to the music. 
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Incentive system 
In order to induce potential customers to buy Sony products and to build up long-
term relationships with them, Sony can build up an incentive system. For example, each 
Sony classical CD can have a coupon or stamp inside it. Therefore, after customers 
collect a certain number (say 5 stamps), they can redeem them for different gifts from 
Sony, such as a mug, a CD, a t-shirt, or whatever. A well-developed incentive/reward 
system can build up longer relationships with customers and build brand loyalty. The 
following table gives an example of an incentive system for Sony's beginners: 
Number of stamps collected Gifts 
3 75% off next CD purchase 
5 one Sony CD of value not higher than $150 
8 Sony watch / music book 
10 2 concert tickets 
15 50% off any 2 CDs and participation in lucky 
draw for holiday in Thailand, etc. 
Sony's classical club 
Sony can also set up a club for its customers. For example, on the back of every 
CD, Sony can invite its customers to join the club by sending back the reply form. When 
they become club members, they are entitled to have free direct mailings on the updated 
Sony classical news or new release information. Besides, Sony can organize different 
music activities for their club members, such as visiting music firms, music drama shows, 
educational workshops, etc. Therefore, Sony can maintain constant communications and 
longer-term relationships with its customers. 
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Free samples 
It may be beneficial to package some free samples of new releases together with 
other CDs. Therefore, whenever people buy one classical CD, they can have a chance to 
listen free to a sample of new releases. If they like the sampie(s), this can induce them to 
buy another disc(s) from Sony. It is especially good for customers who go to some record 
stores that do not have any free listening booths. In addition, Sony can cross-selJ its 
products. For example, it can package a free classical CD sample with its jazz CDs. 
Therefore, it can encourage jazz fans or other types of customers to try listening or 
switching to classical music. Indeed, most of the cross-over listeners are also jazz fans. 
Moreover, Sony can arrange some special promotional days during the year, like j; 
Valentine's Day, Easter holidays, Christmas holidays, and the anniversary day of Sony 
Music Ltd. For example, Sony can send out representatives to different stores on certain 
days to hand out free classical CD samples to their potential customers. Furthermore, 
Sony can put promotional coupons inside these free samples in order to induce these 
potential customers to buy Sony's classical CDs in the future. ji 
Advertisement and customers' word-of-mouth 
In order to build up Sony's brand image and increase brand awareness, more 
advertisements in newspapers and magazines will be useful. Since the targeted customers 
are beginners and cross-overs, they may not read professional music or hi-fi magazines. 
Therefore, it's better for Sony to put advertisements or critics' reviews in some mass and 
popular magazines and newspapers, such as Ming Pao Daily News, Ming Pao Weekly, 
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Next Magazine’ and some other lighter reading materials. At the same time, Sony can 
invite more credible music critics to write for their CDs. More advertisements and 
magazine reviews can build up the brand name more firmly in the minds of consumers.〇r 
Sony can invite some customers to share their enjoyment or feelings, after listening to 
Sony's classical CDs, on TV or in magazine advertisements. The recommendations of 
customers can act as effective word-of-mouth for Sony. In addition, Sony can hold a 
writing competition for its customers, so they can share with others the feeling of listening 
to Sony's classical CDs. The winner can be rewarded with a stereo hi-fi or other gifts. 
Every month, HMV issues a music guide for its customers. Sony can take this 
opportunity to introduce more of its classical CDs to HMV's customers by placing more 
advertisements in this guide since the circulation of this guide is very large. 
Publicity 
Sony can increase its publicity by putting more press releases in different 
newspapers and magazines. For example, Sony Music Ltd. can celebrate its anniversary 
day by sending more press releases and organizing a special concert exclusively for its 
classical customers. It can invite some of its exclusive artists，like Yo-Yo Ma or Bobby 
McFerrin, to come to Hong Kong. Sony may invite Yo-Yo Ma to act as an ambassador 
for Sony Music and thus help build up a healthy and energetic image for Sony Music. 
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Internet 
As the Internet is becoming more popular and our targeted customers are more 
likely to try new things, Sony can set up music talk on the Internet to allow the customers 
to have direct contact with different artists or performers of Sony. In fact, 
telecommunications are becoming more important for highly educated and higher income 
consumers. Therefore, Internet is one of the most popular communication channels for 
marketers to target different customers. In addition, Sony can provide free sampling of 
new releases through the Internet as well. 
Sony's classical hot-line 
Sony can set up a hot-line especially for its classical customers. People who have 
complaints or comments on the quality of the products can call the hot-line directly. In 
addition, the hot-line should provide updated information about Sony's CDs and 
performers. In addition, the hot-line can provide valuable information, such as how many 
versions of Beethoven's Symphony No.5 Sony has produced, and where the customers 
can buy them. In order for the hot-line to work effectively, Sony should set up a good 
database system so that updated information can be retrieved easily whenever customers 
call. 
Distribution Objectives 
The major distribution objective is to let customers find that it is easy and 
convenient to buy Sony's classical CDs. 
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Distribution Strategies 
Besides distribution through various record stores, Sony can sometimes set up 
counters in concert halls to sell its special series. It can easily motivate people to buy 
more as customers tend to buy more after they have just finished listening to the great 
performances. 
Moreover, it can consider distributing its CDs through some department stores or 
super-markets since no other music companies have done this before. In order to target 
more beginners, the wide distribution network is essential since beginners may not even go 
to record stores regularly to search for classical CDs. Therefore, by distributing CDs 
through department stores such as Yaohan, Jusco, Uni’ Seibu, etc., and retailers such as 
Watsons, Mannings, GrandMart, etc., Sony can reach the general public more easily. By 
giving incentives to these stores to put its music on the air and to provide better shelf 
space, Sony can stimulate the sales of its classical CDs and make Sony's classical CDs 
available at various stores and places. 
As HMV is the largest retailer of Sony's classical CDs, Sony should give more 
incentives to HMV in order to have better shelf space. According to some sales people of 
HMV, currently PolyGram has better shelf space than other companies in HMV since it is 
the market leader and it does a lot of promotional activities on its CDs. So, HMV believes 
that PolyGram's CDs will sell well. Moreover, HMV usually buys more classical CDs 
from PolyGram. In order to stimulate sales, HMV usually gives PolyGram better displays 
and shelf space. In order to get better shelf space and displays in HMV, Sony should do 
more promotional activities on its new releases in order to create demand and awareness 
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of its CDs. Also, it can use various communication tools to build up its brand image. 
When the consumers' demand for Sony's classical CDs increases, HMV will give better 
shelf space to Sony. Furthermore, Sony can consider buying better shelf space from HMV 
by paying more money to the marketing department of HMV. 
Monitoring System 
In order to see if the marketing tools have achieved their objectives, Sony can 
monitor its activities in the following ways: 
• to see if the customers recall the brand name of Sony or its advertising messages: this 
can be done by conducting focus groups to gauge the customers' reactions and 
feedback on its ads 
• to see how many people have joined Sony's classical club: this can be done by setting 
up a database to store all information about its members and to update the information 
regularly 
• to check how many people have used Sony's stamps to redeem for free gifts: by 
counting how many gifts have been delivered 
• to visit the stores frequently in order to observe the customers' reactions to Sony's in-
store displays and to study their selection processes: this can be done by sending 
representatives to different stores, dressed up as customers; they can observe the 
customers' reactions to Sony's products and their buying behaviour 
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• to visit the stores frequently in order to observe the shelf space arrangement and the 
display of promotional materials: since other music companies also send a lot of 
promotional materials to different stores regularly, it is essential to check the displays 
of Sony's promotional materials and the shelf space arrangement in comparison with 
other competitors; if and when something is wrong, Sony can make adjustments over 
time 
• to see if the customers like our new releases: Sony can either conduct focus groups or 
send out some questionnaires regularly (say every six months) to understand its 
customers better 
Conclusion 
The above marketing plan has proposed some recommendations for Sony to 
increase its brand awareness and brand image, to increase sales, and to build up customer 
relationships. However, there are also some constraints which Sony must overcome 
before it can achieve the above marketing objectives. Currently, there is only person 
responsible for the classical division. It is not possible to do all these activities with such 
limited human resources. Therefore, Sony should consider hiring more people to form a 
team (about 3-4 people) to work for the classical division. 
In addition, Sony Music should put more focus and invest more money on [his 
division if it thinks that the classical CD market is important and has great potential for 
further development in Hong Kong. PolyGram, the market leader, has devoted more 
1 0 9 
human resources and capital to its classical division, so it is not surprising that PolyGram 
has succeeded and still maintains its leadership position. Indeed, in the survey, most of the 
customers mentioned that Sony's products are of high quality and Sony has many famous 
artists under its brand name. At the same time, Sony has some very interesting new 
releases and unique recordings. These are all competitive advantages for Sony. However, 
more music companies are trying to build up their competitive advantages on these 
aspects. Therefore, besides maintaining its current competitive advantages, Sony should 
also concentrate on its promotional activities in order to build up its brand image. When 
Sony builds up its strong brand image and provides customers with interesting and high 
quality classical CDs, it can definitely increase its sales and thus its market share. 
APPENDIX I 
Residential Area 
District Frequency Percentage 
HK Island — 
Central and Western district 3 1.5% 
Eastern district 9 4.5% 
Southern district 4 2.0% 
Wanchai district 7 3.5% 
Kowloon 
Kowloon City district 12 6.0% 
Kwun Tong district 7 3.5% 
Yau Tsim Mong district 13 6.5% 
Sham Shui Po district 5 2.5% 
Wong Tai Sin district 1 0.5% 
New Territories 
Islands district 1 0.5% 
Kwai Tsing district 15 7.5% 
North district 3 
Sai Kung district 0 _0% 
Shatin district 47 23.5% 
Tai Po district 19 9^5% 
Tsuen Wan district 10 ^0% 
Tuen Mun district 5 2.5% 
Yuen Long district 6 3.0% 
No answer 
！ 33 16.5% ！ 
Total 200 100.0% — 
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APPENDIX II 
Interview Guide With the Managers (Classical Division / International Label) of Music 
Companies 
1 • When did your company set up its office in Hong Kong? 
2. How long is the history of the classical division? 
3. How many people are now working for the classical division? 
4. What are the main classical music labels under your music company? And the 
characteristics of each label? 
5. Who are the major / exclusive performers? 
6. What is your market share in the Hong Kong classical CD market? 
7. Who are your targeted customers? 
8. What was / were your bestseller(s) in 1996? 
9. How does your company promote its classical CDs to its targeted customers? 
10. What is the future plan of your classical division? 
11. How does your company differentiate itself from other competitors? 
12. Comment on the trends/developments of the Hong Kong classical CD market. 
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APPENDIX VII 
Personal Interview Guide with HMV's Classical Manager - Tsimshatsui store 
1. When did HMV set up its office in Hong Kong? 
2. How large was the sales of classical CDs in 1996? 
3. What is HMV's vision / direction for the classical division in the coming year? 
4. Who are HMV's targeted customers for its classical CDs? What are their 
characteristics? 
5. What has HMV done to target these customers? 
6. How does HMV cooperate with other music companies (in terms of shelf space 
arrangements, promotions, listening to samples, pricing, etc.)? 
7. How many people in Hong Kong are classical CD buyers? 
8. What is the trend of the classical CD market in Hong Kong? 
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APPENDIX VII 
Personal Interview Guide With 8 Selected Heavy Classical CD Buyers 
1. How often do you visit record stores? 
2. Where do you buy classical CDs? 
3. Where do you like to buy classical CDs the most? 
4. How often do you buy classical CDs? 
5. How much do you usually spend on one classical CD? 
6. What is the maximum price you would be willing to pay for one classical CD? 
7. What are your selection criteria in buying classical CDs? Why? 
8. What additional products/services would you like to have when buying classical CDs? 
9. Are you satisfied with the classical CDs in their present form? 
10. What kind of package would appeal / motivate you to buy? 
11. In what channel(s) do you receive information about classical CDs and classical music? 
12. Please name your favourite radio channel, TV channel, newspaper, and magazine. 
13. What kind of promotions will motivate you to buy classical CDs? 
14. Why do you buy classical CDs? 
15. Why do you listen to classical music? 
16. Have you ever bought Sony's classical CDs? What are your opinions of its product, 
price, promotion, and distribution? 
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APPENDIX VII 
- — Coding Table : 丨 
Qn. # Variable Label _ Value Labels 
Part No. of CDs bought within last 6 months 1: 1-10 









11: over 100 
3a Have bought PolyGram or not within the last 6 months 0: No 
Have bought Warner or not 1: Yes 
Have bought Sony or not 
Have bought EMI or not 
Have bought BMG or not 
Have bought HNH or not 
Have bought other brands or not . 
"3a Don't know / remember the brands 1 ： Don't know 
2: Know 
4 Money usually spent on one CD 1: <S50 
2: S50-S99 
3: $100-$ 149 
4: $150-$ 199 I 
5: $200 or above 
~5 Selection criterion 1 - price of the CD 1: not at all important 
Selection criterion 2 - name(s) of the composer(s) 2: somewhat important 
Selection criterion 3 - name(s) of the performer(s)/ 3: important 
orchestra(s) 4: very important 
Selection criterion 4 - name(s) of the conductor(s) 5: extremely important 
Selection criterion 5 一 name(s) of the piece(s) performed 
Selection criterion 6 - type of music performed 
Selection criterion 7 - sound/production quality 
Selection criterion 8 - brand name of the record company 
Selection criterion 9 - cover/design of the CD 
Selection criterion 10 一 attractiveness of the promotional 
material 
Selection criterion 11 - explanatory notes inside the CD 
Selection criterion 12 - recommendation(s) from other 
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people 
Selection criterion 13 - others 
6 Primary place to buy classical CDs 1 • HMV 
2: other record stores 
3: bookstores 
4: counter displays at 
concert halls 
5: mail catalogue 
6: TV direct sales 
7: Internet shopping 
Second place to buy classical CDs “ 0: no second / third choice 
Third place to buy classical CDs l-了： same as above 
Primary reason for baying classical CDs • 1： own pleasure/enjoyment 
2: learn more about classical 
music 
3: teaching purposes 
4: test hi-fi quality 
5: collection purposes 
6: gifts for other people 
7: no specific reason 
8: others 
Second reason for buying classical CDs 0: no second / third reason 
Third reason for buying classical CDs 1-8: same as above 
~8 Have bought Sony classical CDs before 0: No 
— 1: Yes 




5: very cheap 




- 5: very poor 




5: very unattractive 
9d Opinion of promotional quantity of Sony CDs 1: too much 
2: just enough 
3: not enough 
4: not aware of the 
promotion or advertisement 
丨 1 6 
~9e Opinion of distribution of Sony C D s “ 1 : ®asy to find Sony 一 
classical CDs in many 
places 
‘ 2; not easy to find Sony 
classical CDs in many 
places 
" T o Preferred Promotional Methods 1: advertisement 
2: sales discount 
3: recommendation(s) of 
music critic(s) 
4: free catalogue 
5: free CD sample 
6: free poster 
7: buy one, get one free 
8: coupon attached to CD 
9: beautiful window display 
10: lucky draw 
11: free listening before 
buying 
. — : 12: others 
T l Information channels to receive information about 1: magazines 
classical CDs 2: newspapers 
3: music guides 
4: CD catalogues 
5: promotional materials 
6: RTHK Radio 4 
7: explanatory music notes 
inside CDs 
8: programme notes of 
various concerts 
9: other people's 
recommendations 
10: go to the record stores 
myself 
11: others 
1 2 maximum price willing to pay for one CD 1 : < $ 1 0 0 
2 : $ 1 0 0 - $ 1 4 9 
3 : $ 1 5 0 - $ 1 9 9 
4 : $ 2 0 0 - $ 2 4 9 
5 : $ 2 5 0 - $ 2 9 9 
6 : $ 3 0 0 or above 
~[3 preferred tangible improvements 1: more attractive 
cover/design 
2: different language 
translations of 
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“ " " “ ~~~ explanatory notes inside 
the CD 
3: more explanatory notes 
inside written by the 
performers 
4: more photos of the 
performers attached 
inside the CD 
5: autographs of the 
performers 





1: English ： 
Part gender ~~ 0: male 
Two 1: female 
J 
2 play instrument or not 0: No 
1: Yes ; 
3 received musical training or not 0: No 
1: Yes 
2: is/was music student of 
college/university 











5 educational level 1: P.1-P.6 
2: F.1-F.5 j 
3: F.6-F.7 
4: Bachelor / college degree | 
5: Masters degree 
6: Doctoral degree 
6 personal monthly income 1: <S5,000 
2: $5,000-$9,999 
3: $10,000-$ 14,999 
4: $15,000-$19,999 
5: $20,00Q-$24,999 





~ ~ ~ 6: $25,000-$29,999 
7: $30，000-$34，999 
' :「 ； ^ 8 : $ 3 5 , 0 0 0 or above 
7 occupation 1 ： student 
2: teacher 
3: clerical officer 




7: blue collar worker 
8: technician 
9: housewife 
— 10: others 
1 residential area
2U
 "" 0: no answer 
1: Central & Western 
district 
2: Eastern district 
3: Southern district 
4: Wanchai district 
5: Kowloon City district 
6: Kwun Tong district 
7: Yau Tsim Mong district 
8: Sham Shui Po district 
9: Wong Tai Sin district 
10: Islands district 
11: Kwai Tsing district 
12: North district. 
13: Sai Kung district 
14: Shatin district 
15: Tai Po district 
16: Tsuen Wan district 
17: Tuen Mun district 
18:Yuen Long district 
P a r t h a v e used HMV card to redeem for free CDs 0: No 
Three
 1 : Y e s 
J 





20 Currently, Hong Kong has only 18 districts, since Yau Tsim district and Mongkok district have been 
combined together to form one district (Yau Tsim Mong district). 
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5: >20 — 
"1 ~ interest in joining HMV Classical Music C l u b ~ ~ 0: No 
",)::::.::’ • . 1: Yes 
2: Depends 
~4 opinions of HMV's classical section “ 0: no comment 
1: satisfactory 
2: comprehensive CD 
collections for consumers 
to choose from 
3： prices are more expensive 
than other stores 
4: need more free listening 
booths 
5: poor ventilation 
6: beautiful & comfortable 
environment, nice 
decoration 
7: need more promotion on 
‘ lesser-known classical 
CDs and artists 
8: need more light 
9: need to display more 
information about 
classical music, concerts， 
books, or CDs for 
people's reference 
10: others 
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APPENDIX VII 
Age Distribution 
1 Age Group Frequency I Percentage | Cumulative Percentage 
11-15 13 6.5 一 6.5 
16-20 29 14.5 2L0_ 
21-25 47 — , 23.5 4 4 5 _ ； 
26-30 34 17.0 §L5 
31-35 33 16.5 ZM_ 
36-40 16 8.0 
41-45 10 5.0 9L0 
4 ^ 5 0 10 5.0 96,0 — 
51-55 6 3.0 
56-60 丨 1 ： _ _ ^ 
60 or above 1 .
5 1 Q Q
- ° 
Total 200 100.0 
Number of CDs Bought 
# of CDs bought Frequency Percentage % 丨 Cumulative Percentage % 
1.10 128 64.0 64.0 
11-20 31 15.5 ]9A 
21-30 14 7.0 ^ 
31-40 6 3.0 89.5 
41-50 7 3.5 93,0 
51-60 6 3.0 96,0 
61-70 0 0 
71-80 1 .5 96,5 
81-90 — 1 97.0 
91-100 2 1.0 98,0 
over 100 4 2.0 湖 . 0 . 
Total 200 100.0 
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APPENDIX VII 
Cross-Tabulations Among Various Variables 
Importance of Price by Gender 
Importance of price of CD in selecting classical CDs 
Gender not important to somewhat important to extremely 
important important 
female 42.6% 57.4% 
male 58.8% 41.2% 
Importance of Price by Income 
Importance of price of CD in selecting classical CDs 
Income level not important to somewhat important to extremely 
important important 
<$10,000 39.7% 60.3% 
$10,000-$19,999 66.0% 34.0% 
$20,000 - $29,999 61.3% 38.7% 
$30,000 or over 60.8% 39.2% 
Importance of Performers by Income 
Importance of name(s) of the performer(s) / orchestra(s) in selecting classical CDs 
Income level not important to somewhat important to extremely important 
important 
<$10,000 29.4% 70.6% 
$10,000-$19,999 20.0% 80.0% 
$20,000 - $29,999 6.5% 93.5% 
$30,000 or over 5.9% 94.1% 
Importance of Conductors by Education 
Importance of name(s) of the conductor(s) in selecting classical CDs 
Educational level not important to somewhat important to extremely 
important important 
F.1-F.7 40.8% 59.2% 
bachelor / college 25.0% 75.0% 
degree 
masters / doctoral 16.0% 84.0% 
degree 
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Importance of Sound/Production Quality by Ability to Play Instruments 
Importance of sound / production quality in selecting classical CDs 






non-instrument player 6J% 93.3% 
Importance of Sound/Production Quality by Income 
Importance of sound / production quality in selecting classical CDs 
Income level not important to somewhat important to extremely important 
important 
<$15,000 21.3% 78.7% 
$15,000-$24,999 9.8% 90.2% 




Importance of Brand Name by Education 
Importance of brand name of the record company in selecting classical CDs 
Educational level not important to somewhat important to extremely 
important important 











Importance of Brand Name by Gender 
Importance of brand name of the record company in selecting classical CDs 
Gender not important to somewhat important to extremely important 
important 
female 63.8% 36.2% 
male 41.2% 58.8% 
First Place by Ability to Play Instruments 
First place to go to buy classical CDs 
Play instrument or not HMV other places 
instrument player 79.1 % 20.9% 
non-instrument player 5S.9% 41.1% 
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First Place by Education 
First place to go to buy classical CDs 
Educational level HMV other places 
F.1-F.7 67.6% 32.4% 
bachelor / college 65.4% 34.6% 
degree 
masters / doctoral 96.0% 4.0% 
degree 
Primary Reason for Buying CDs by Income 
Primary reason for buying classical CDs 
Income level for my own pleasure/enjoyment other purposes 
<$15,000 77.7% 22.3% 
$15,000 - $24,999 80.5% 19.5% 
$25,000 or over 96.9% 3.1% 
Secondary Reason for Buying CDs by Ability to Play Instruments 
Secondary reason for buying classical CDs 
Play instrument or not no secondary reason test hi-fi quality other purposes 
instrument player 23.6% 2.7% 73.6% 
non-instrument player 23.3% 13.3% 63.3% 
Free Listening by Ability to Play Instruments 
Free listening before buying as preferred promotional method 
Play instrument or not Yes No 
instrument player 31.8% 68.2% 
non-instrument player 46.7% 53.3% 
Sales Discounts as Preferred Promotional Method by Education 
Sales discount as preferred promotional method 
Educational level Yes No 
F.1-F.7 35.2% 64.8% 
bachelor/college 58.7% 41.3% 
degree 
masters / doctoral 64.0% 36.0% 
degree 
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— Free CD Sample by Gender 
Free CD sample as preferred promotional method 
Gender Yes ^ 2 
female 25.5% 74.5% 
male 11.1% 88.9% 
RTHK Radio 4 by Income 
RTHK Radio 4 as information channel 
Income level X ^ ^ 
<$15,000 25.5% 74.5% 
$15,000 - $24,999 12.2% 87.8% 
$25,000 or above 35.4% ； 6 4 . 6 % 
Autographs by Ability to Play Instruments 
Prefer to have autographs of the performer(s)/ conductor(s) 








non-instrument player - _
9 4 v 4 %
 — 
Language Translations by Education 
Different language translations of music notes inside CD 
Educational level Y^s
 N o 
p.l-F.7 56.3% 43.7% 
bachelor / college degree 31.5% 62.5% 
masters / doctoral degree 24.0% 16.0% 
Language Translations by Income 
Different language translations of music notes inside CD 
Income level Yes 
<$10,000 48.5% 51.5% 
$10,000-$19,999 54.0% 46.0% 
$20,000 _ $29,999 22.6%
 1 1 A % 
$30,000 or above 35.3%
 6 4
" % 
Survey on Hong Kong Classical CP Market APPENDIX VIII 
Dear customer, 
Hi! I am now conducting a customer survey for my MBA graduation project at The Chinese university of Hong 
Kong. It is very kind of you to spend about 5-10 minutes to fill in this questionnaire. All the information will be 
kept&confidential and for the use of academic research only. After finishing the questionnaire, please return it to 
me. Thank you very much! 
Part One (Please put a “ "，，in the appropriate box) 
1. Have you bought any classical CDs (only western classical CDs, exclude Chinese classical 
CDs) within the last 6 months (August 1996 to present)? 
Q Yes (Go to Qn. 2) • No (end of questionnaire) 
2. How many classical CDs (one disc as one unit) have you bought within the last 6 months? 
3. For the classical CDs you have bought within the last 6 months (refer to Qn.2 above), (a) 
which brands have you purchased? And (b) what percentage of your purchases are accounted 
for by each brand? (total = 100%) 
(a) • PolyGram (e.g., Deutsche Grammophon，Decca, Philips, Telarc) ¢ ) ； 
• Warner (e.g., Teldec, Erato, Nonesuch, Finlandia) 
• Sony (e.g., Sony Classical, CBS Masterworks Records, etc.) 
• EMI (e.g.,. EMI Classics, Virgin Classics) ； 
• B M G (e.g.’ RCA Victor，Living Stereo,etc.) 
口 HNH International Ltd. (e.g.； Naxos, Marco Polo, White Cloud) 
“ % 
• Others, please state 
• Don ' t know (skip part b and go to Qn. 4) — 
Total 100% 
4, On average, how much do you usually spend on purchasing one CD? 
HK$ ： 
5. Please rate the importance of the following selection criteria when you are buying classical 
CDs. Please circle the appropriate number for each selection criterion. 
Not at all Somewhat Important Very Extremely 
important important important important 
覆⑶“、",、,、':…、-、“：/ 了“‘产：'二'、妄、、：【、——’二、 、 5 
5 3 “ name(s) of the performer(s)/orchestra(s) 、 吻 狐 譽 辦 3 f � 么 、 � -
^ ！ I J ，、丄t、…5 
•16 t y j ^ d r - n u i s ^ ^ d o r w ^ ^ g . ^ symp toy , ‘ 1、、：’:（、义、、3 、 … 、 4 « , ： 
7 sound / production quality ^ . A—弯™三^^ 3 麟4»>wv>� i v的 
、 ？ 务 、 、 
9 cover / dBstgri of the CD 一 〒 ^ ^ 看 w 、 L « 、 、 : 、 
11 explanatory notes inside the CD (if you have 1 2 3 4 5 
13 others，please state -- 1 ？ 5 
1 
6. Where do you usually buy classical CDs? (Please pick a maximum of three, and rank in the 
column on the right; 1= you go there most frequently to buy classical CDs.) 
Rank 
• HMV —— 
• other record stores, please state the names 
• bookstores 
• counter displays at concert halls 
• mail catalogue 
• TV direct sales 
• Internet shopping 
7. Why do you buy classical CDs? (Please pick a maximum of three, and rank in the column on 
the r i gh t ; 1= most important reason.) 
Rank 
• for my own pleasure / enjoyment 
• to learn more about classical music 
• for teaching purposes (use as music teaching materials) 
口 to test the hi-fi quality 
• for collection purposes 
• use as gifts for other people 
• no specific reason 
• others, please state ,-
8. Have you ever bought any Sony classical CDs? 
• Yes (Go to Qn.9) 
• No (Go to Qn. 10) 
9. What is your opinion of Sony classical CDs? 
a. Price 




• very cheap 





• very poor 
c. Promotional attractiveness 




• very unattractive 
2 ^ 
d. Promotional quantity 
• too much 
Q just enough 
• not enough 
• not aware of the promotion or advertisement 
a . Distribution 
• I can easily find Sony classical CDs in many places or stores 
• I can't easily find Sony classical CDs in many places or stores 
10. What kind(s) of pn)励t ioi i will motivate you to buy classical CDs? (Please pick a maximum of 
three.) 
• advertisement in different media (e.g., TV, magazines, newspapers, radio) 
q s a l e s discount / price cut (please state the % discount that would motivate you to buy %) 
Q recommendation(s) of music critic(s) 
• free catalogue for every purchase 
• free CD sample 
• free poster for every purchase 
• bay one, get one free 
• coupon attached to CD 
Q beautiful window display or counter display 
Q lucky draw 
• free listening before buying the CD 
• others, please state 
11. In which channel(s) do you usually receive information about classical CDs? (Please pick a 
maximum of three.) 
• magazines, please state ； 
Q newspapers, please state 
• music guides 
• CD catalogues 
• promotional materials from different music companies (e.g., brochures, pamphlets, etc.) 
• RTHK Radio 4 
Q explanatory music notes attached inside the CDs 
• programme notes of various concerts 
• other people's recommendations 
• go to the record stores myself to get more information 
口 others, please state — 
12. What is the maximum price you would be willing to pay for a classical CD? 
HKS 
13. What kind of tangible changes or improvements would motivate you to buy more classical 
CDs? 
• more attractive cover/design 
• different language translations of explanatory notes inside the CD 
• more explanatory notes inside written by the performer(s) 
• more photos of the performer(s) / orchestra(s) / conductor(s) attached inside the CD 
Q autographs of the performer(s) / orchestra(s) and / or the conductor(s) 
Q promotional coupons attached 




2. Do you play any musical instrument? 
• Yes QNo 
3 Have you received any training (formal / informal) in classical music? 
a Yes for year(s) • No • is/was music student of college/ 
university 
4. Age . 
5 . g l u^t iona l level 卜 ^ a F . 6 _ F . 7 • B a c h e l o r degree / College degree 
• Masters degree , • Doctoral degree 
= = r S S ) i n _ ^ ， _ - $ 9 聊 ^$10,000-314,999 • $15,000-$!9 999 
• 二 , 二 £ 二 9 • $25,000-$29,999 • $30,000-$34,999 • $35,000 or above 
7. Occupation 
口 student (primary / secondary / college / university) 
口 teacher (kindergarten / primary / secondary / college / university) 
• clerical officer 
• management or administrative officer 
口 professional (e.g., accountant, doctor, lawyer, etc.) 
• salesman 
• blue collar worker 
• technician 
• housewife 
• others, please state ： 
8. The district where you are living is 
Part Three 
1. Have you ever used the HMV membership card (please see the attached sample) to redeem 
for any free CDs? 
• Yes (Go to Qn. 2) 
• No (Go to Qn.3) 
2a. If yes, when did you last redeem for a free CD? 
year month 
2 b . U ^ i t i l n o ^ w many HMV membership cards have you redeemed for free CDs. 
3. If HMV sets up a Classical Music Club, would you like to join it? 
• Yes 
• No 
4. What is your opinion of HMV's Classical Section? 
3 
I •漭古典音樂鉉射噶片（CLASSICAL CD)市蟎硏突 問卷-
jH ‘ . s'IM I sasassssssa^^^^s ..�1 丨 . ^ = ^ = ¾ ¾ • 
I祝愛的训友： _ , , . 
你好！我是中文大學工商管理碩士學生，現正做一項市場調查，硏究香港古典音樂鐳射唱片(CD)市场。謝你彳匕血 
ft分鐘時間塡這份問卷，所有資料會絕對保密和只供作學術硏究用途。完成後’請交回給我’感謝！ 
I 说 饳 分 ( • 在 適 當 空 格 加 上 號 ) , 
I / . 在 過 去 六 個 月 中 ( 9 6 年 八 月 至 現 今 ） ， 你 曾 否 買 過 任 何 古 典 音 樂 鐳 射 唱 片 ( 只 包 括 西 洋 古 典 晉 樂 ， 小 計 
中樂)？ 
I • 有 （ 請 回 答 問 題 2 ) • 沒 有 （ 停 止 做 問 卷 ） 
I 2.在過去六個月中，你曾購買了多少張古典音樂鐳射唱片•？(以一張 CD作爲一單位) 
1 
!| 3.根據問題2，在過去六個月中，你所購買的古典音樂鐳射唱片是 
I ( ^ ) 屬於那個唱片牌子?(請在適當的空格塡上叫”號) 
I I (-乙、那個唱片牌子佔你所購買的總數多少百分比?(以 100%爲總數) 
甲 .1口 寶麗金（例：Deutsche Grammophone, Decca, P h i l i p s ， T e l a r c ) 乙 . ^ 
• 華 納 （ 例 ： T e l d e c ， E r a t o , Nonesuch, F i n l a n d i a ) ^ 
•新力（例：Sony Class ical，CBS Masterworks Records) \ 
“ • 百 代 （ 例 ： E M I C l a s s i c s , Vi rg in C l a s s i c s ) — ^ 
~ ~ 01 
•百圖士文（例：RCA V i c t o r , L iv ing S t e r eo ) -
•西曼國際有限公司（例：Naxos , Marcc Polo，White Cloud) \ 
“ 、 % 
— • 其 他 ( 請 註 明 } 
— • 不 知 道 （ 不 用 塡 寫 乙 部 ） 




I 工 當 你 購 買 古 典 音 樂 鐳 射 唱 片 時 ， 請 評 估 下 列 各 項 考 慮 因 素 的 重 要 性 。 （ 請 在 適 當 的 空 格 々 ) 
I — I 不 丨 少 I 重 丨 十 極 
I 重 許 要 分 重 
I . . 要 重 重 要 
I 考慮因素 S M 
I (A) |CD的價錢 
| | ( B ) 作 曲 家 
| j 演奏者/樂團 
；！ i 指 揮 家 
丨 | i 選 奏 曲 目 / 作 品 名 稱 
I 選奏音樂的品種(如：交響樂、歌劇等) 
I ^ ^ 音 質 素 
j ! i 喝 片 公 司 的 聲 譽 
(I)丨CD的封面設計 
1；1 
(、丨：！^猶/罝傅物的吸…力 _ _ 1 
0 ( 7 CD內的說明小刑子(假設在購買前已 




.識問你通常在那裏購買古典音樂鐳射唱片 ?(最多可選三項，最常去的地方請寫上“ 1”，其次是“ 2”‘‘ 
如此類推) 
• HMV 
• 其 他 唱 片 店 舖 ， 請 註 明 
• 書店 
• 唱 片 公 司 在 演 奏 廳 內 擺 設 的 攤 位 
• 郵 購 目 錄 
• 電 視 直 銷 
•丨il際電腦網絡(INTERNET) 
7 . 你 購 買 古 典 音 樂 鍾 射 唱 片 的 原 因 是 甚 麼 ? ( 最 多 可 選 三 項 ， 最 主 要 的 原 因 請 寫 上 “ 广 ， 其 次 是 “ 广 J‘ 
此類推) 
• 自己欣賞 
• 認 識 和 學 習 古 典 音 樂 
• 作 爲 音 樂 教 學 用 途 
• 來 試 H i - F i (唱機 )的質素 
• 作收藏用途 
• 作 禮 物 送 給 別 人 
• 沒 有 特 別 原 因 
• 其他原因，請註明 — 
&你有否買過新力(Sony Clawical)的古典音樂鐳射唱片? 
• 有 （ 請 回 答 問 題 9 ) 
• 沒 有 （ 請 回 答 問 題 1 0 ) 
久 請 問 你 對 新 力 ( S o n y CI ass i�1)的古典音樂鐳射唱片有何意見? 
甲 . 價 錢 ^ 
E 一 太 貴 • 貴 • 一 般 口 便 宜 口 十 分 便 且 
乙 .齑品質素 (包裝、錄音質素和演奏水準） 
• 非 常 好 • 好 • 可 接 受 • 差 口 十 分 差 
丙 . 官 傳 吸 引 力 鬥 ” 一 m i 
• 非 常 吸 引 口 吸 引 口 可 接 受 口 不 吸 引 口 非 吊 不 吸 ^ 丨 
-j- 官傳數量 
. 太 多 • 足 夠 口 不 足 夠 口 不 察 覺 到 有 任 何 宣 傳 品 
戊 . 地 方 
• 我 很 容 易 在 不 同 的 地 方 買 到 新 力 的 古 典 音 樂 鐳 射 唱 片 
• 我 很 不 容 易 在 不 同 的 地 方 買 到 新 力 的 古 典 音 樂 鐳 射 唱 片 
10.那種宣傳方式能吸引你購買古典音樂鐳射唱片?(最多可々三項) 
•廣告(例如：電視，雜誌，報紙，收音機） 
• 大 減 價 ( 請 註 明 能 吸 引 你 購 貫 的 折 扣 率 %) 
• 音 樂 評 論 者 的 推 介 
• 送 C D 目錄 (Cata logue) 




• 精 緻 的 橱 窗 佈 置 
• 抽 獎 遊 戲 
• 購 買 前 可 免 費 試 聽 
• 其 他 ， 請 註 明 
11.請問你在那裏獲得古典音樂鐳射唱片的資料？（最多可^三項) 
•雜誌，請註明那 (幾 )本— 
• 報 紙 ， 請 註 明 
• 音 樂 指 南 




• 不 同 音 樂 會 中 所 派 發 的 場 刊 
I • 其他人的推介 
• 自己逛唱片舖選購 








I • 有 演 奏 者 或 指 揮 家 的 親 筆 簽 名 
| • CD內有贈券附送 







• 懂 口 不懂 
| 3 . 你 曾 否 接 受 過 正 式 或 非 正 式 的 音 樂 訓 練 呢 ？ 
I • 有 ， 共 年 • 沒 有 口 現 就 讀 / 曾 畢 業 於 音 樂 系 
I 4 . 年齡 
I 5 你的教育程度是 
• 小 學 程 度 • 中 一 至 中 五 口 中 六 至 中 七 口 大 學 / 大 專 口 碩 士 口 博 士 
1 6 / 你 每 月 平 均 收 入 是 港 幣 
• 少 於 $ 5 ， 0 0 0 • $5,000-$9,999 • $10，000-$14,499 • $15，000-$19，999 
I • $20，000-$24，999 • $25，000-$29，999 • $30，000-$34，999 • $35,000 或以上 
I 
I 7 . 你 的 職 業 是 
I • 學生(/J、學/中學/專上學院/大學） 
• 教 師 ( 幼 稚 園 小 學 / 中 學 / 專 上 學 院 / 大 學 ） 
• 文員 
| • 行 政 和 管 理 人 員 
j • 專 業 人 士 (例如：會計師，醫生，律師等） 
| • 推 銷 員 
I • 藍 領 
I • 技 術 人 員 
I • 家庭主婦 
• 其 他 ， 請 註 明 
1 8 . 你 的 居 住 地 區 是 
j | 第 三 部 分 
: | 1.你有沒有憑HMV會員咭換領任何CD? 
| • 有 ( 請 回 答 問 題 2 ) • 沒 有 ( 請 回 答 問 題 3 ) 
I 2.(甲）如有，最近一次去換領CD是何時？ 一 一 年 一 一 一 月 
(乙）直到目前爲止，請問你共用了多少張_會員咭去換領⑶？ 一______ 
3. 如HMV成立Classical Music Club,你有沒有興趣參加？ 
| • 有 口 沒有 
I 4.你對HMV古典部有何意見？ 
尝 ！ 細 & I . 彻 ！ 
I • 
1 3 3 
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